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I

t has been a tumultuous period in Asia. Let’s
start with the military coup in Thailand. After
over six months of anti-government protests,
Thailand’s army imposed martial law throughout
the country, and officially carried out military coup
on 22 May. Although the army vowed to only stay
in power to encourage dialogue between conflicting
parties, as well as restore peace and stability, some
are concerned that the military are replacing key
structural elements of the parliament and legal
system without popular approval.
China’s standoff with Vietnam and the Philippines
regarding the trade routes in the South China Sea
is another ongoing issue. This eventually led to
violent protests against Chinese businesses in
Vietnam, and invited international rebukes from
Philippines’ allies, such as the US. Although reports
of widespread disruptions to the supply chain are
practically negligent, the situation is still rather
precarious.

But many supply chain professionals remain upbeat.
Despite the numerous Thai political upheavals
in recent years, they remain confident that the
country can pull through with minimal damage.
On the other hand, the stability of other countries,
such as Myanmar, provides great opportunities for
businesses to expand their operations abroad. In
this issue, we learn more about the potential and
challenges of investing in Myanmar.
Supply chain in Asia is becoming increasingly
complicated and difficult, so we would like to
invite our friends to the upcoming Supply Chain
Asia Forum on 2 – 4 September at the Grand
Copthorne Waterfront Hotel. Together, we will learn
about ongoing trends and tackle the challenges
of the future.
Till the next issue, cheers!
The Supply Chain Asia Team

Correction:
There is a spelling error in the physical copy of SCA magazine May/June issue.
The correct spelling is Rodyk & Davidson LLP.
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Supply Chain Asia is a not-for-profit professional body dedicated to bringing
supply chain and logistics professionals in Asia together. Our vision is to create
platforms whereby members of the community can come together to network,
share and learn from one another. Our focus is to enable the development of
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Asia your community of choice.

Vision

Connect. Communicate. Collaborate.
By empowering members with platforms to apply these three crucial Cs, Supply
Chain Asia intends to be the Community of Choice for Logistics and Supply Chain
Professionals living and working in Asia.

CONNECTING A COMMUNITY
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The Value Proposition of Voice-Directed Warehousing
Voice-directed warehousing, where a warehouse worker is directed to perform
tasks based on voice automation using a headset, is now over 20 years old.
The processes are maturing and the technologies are increasing in capability.
We have moved from early adopter, or early experimentation with the technology,
to main market adoption where mainstream manufacturers and distributors are
trying to rationalize the value proposition.
But what exactly is the value of voice for a supply chain leader? One thing is clear:
voice-directed warehousing has matured and is now mainstream in distribution
operations. The implementation of voice automation improves the satisfaction of
the warehouse operations teams through the improvement of order quality, and
accuracy of operations while improving productivity.

Read the entire study and watch the webinar
www.vocollectvoice.com/campaign/the-power-of-voice

© 2014 Honeywell International Inc. All rights reserved.
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industry report monthly commentary
About Supply Chain Asia

Industry
Report

O

ur monthly industry brief provides an astute commentary of
the various business headlines affecting the Asian markets.
Concise, impartial and easy to digest, the Supply Chain Asia
Industry Report is designed to help our readers track business
trends, and understand the implications of major happenings
in bite-sized chunks. In addition to providing our readers with
the information to make smart business decisions quickly and
effectively, we also include write-ups of our upcoming events and
academy programmes in individual copies of the brief.

Bracing for Disruptions?
Thailand’s military coup is undermining business activity in the country. A military junta took over the government in May after months of
political unrest took a toll on the economy, which shrank 0.6 per cent last quarter.
Repercussions are already evident for Southeast Asia’s largest auto-manufacturing hub. IHS Automotive is expected to reduce its estimate
for vehicle output in Thailand from the 2.09 million units it projected before the coup.
Prolonged unrest has pushed Honda Motor Co., Japan’s third-largest automaker, to delay building its third plant in Thailand by six months.
Its plant in Ayutthaya, about 80 kilometers (50 miles) north of Bangkok, is using about 60 per cent of production capacity after months of
political tensions.
Smaller players in the supply chain are in greater danger. The unrest has an adverse affect on domestic demand. Autoparts maker AAPICO
Hitech PCL has predicted that its 2014 revenue would fall by 10-15 per cent.
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Impacts on Auto Sector

Bleak outlook for Thailand to reach goal

NOT

3 million cars
by 2017

of producing

Long-term danger

30,000

Up to
workers expected to be
fired by end 2014

Without a functioning government in
Thailand, foreign investors cannot get
their projects approved

In April, Thailand's auto production fell more than a quarter from a year earlier to

126,730 cars, while sales declined more than a third to 73,242 cars
6.3%

Chemicals

8.8%

US$ 4,586,388,165

35.4%

Machinery and
transport equipment

Textiles and clothing

US$ 6,394,787,899

US$ 25,711,993,663

Some productions forced to
shift to

Indonesia

15.7%

Food, beverages and tobacco

US$ 11,388,629,639

Thailand
Manufacturing

33.7%

Other Manufacturing
Source: Joey Ceglarek Copyright
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US$ 24,477,912,371

Alibaba Eyes Singapore
As domestic business for Singapore Post (SingPost) continues to go under tremendous pressure from rapidly declining traditional mail
volume, the postal service provider turns its focus to e-commerce.
SingPost and Chinese tech giants Alibaba Group have entered into an investment agreement, under which Alibaba Investment will invest
S$312.5m and have a 10.35 per cent stake in SingPost upon completion of the deal. Over the next few months, SingPost Group and Alibaba
Group will also continue discussions on the formalisation of a joint venture with respect to the business of international e-commerce
logistics.
For SingPost, funds from this investment provide the company with the financial flexibility to significantly scale up its e-commerce logistics
business in the region. SingPost will also benefit from Alibaba’s expertise in e-commerce, technology and business volumes.
For Alibaba, Singapore has emerged as a favoured launch point for Chinese tech companies to expand abroad due to its wealthy consumers,
good infrastructure, and proximity to other promising Southeast Asian markets. But the market’s small size means Singapore may not be a
significant investment for Alibaba in the long run.

Source: www.examinechina.com
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The Group
Alibaba.com

HiChina

Estimated IPO

$150-$250bn
Alipay
AliFinance

Not included in
IPO

Sources: businessinsider.com, projects.wsj.com, retail-week.com, alibabagroup.com
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Same Old Chart Toppers
If you think the list looks extremely similar to the 2013 list, you are right. The top five ranked organisations in 2014 include four that topped
the list last year — Apple, McDonald’s, Amazon and Unilever — plus another familiar leader, P&G. Two new companies joined the Top 25
this year with Seagate Technology (No. 20) appearing for the first time and Kimberly-Clark (No. 21) re-emerging after a year’s hiatus.
But how accurate is the list? In an industry where the bulk of supply chain capabilities depends on the scale and constant responsiveness
of predominantly outsourced manufacturing and logistics partners (we are looking at you, Apple), where is the recognition to Foxconn,
Flextronics and Pegatron? Critics have also pointed out that it would be more accurate for companies to be accessed by their own industry
peer group, rather than Gartner financial analysts.

The Gartner, Inc. has released the findings from its
10th annual Supply Chain Top 25:
Gartner
Opinion (1)
(32 voters)
(25%)

3-year
weighted
ROA (2)
(25%)

Inventory
Turns (3)
(15%)

3-year
weighted
Revenue
Growth (4)
(15%)

Composite
Score (5)

Rank

Company

Peer
Opinion (1)
(188 voters)
(25%)

1

Apple

3187

371

20.5%

69.2

31.2%

8.85

2

McDonald’s

1612

369

15.6%

153.0

4.0%

6.25

3

Amazon.com

3171

510

0.8%

8.9

27.2%

6.08

4

Unilever

2031

517

9.9%

6.9

2.6%

5.32

5

P&G

2166

513

8.2%

5.9

2.2%

5.20

6

Samsung Electronics

1871

351

11.4%

18.1

12.7%

5.13

7

Cisco Systems

1092

480

9.1%

12.3

6.3%

4.57

8

Intel

908

475

12.8%

4.8

3.8%

4.51

9

Colgate-Palmolive

891

322

17.4%

5.1

3.1%

4.22

10

The Coca Cola Company

1820

265

10.1%

5.3

6.2%

4.03

Source: Gartner Supply Chain

12 Supply Chain Asia

Asia-Pacific Rises Amidst
Healthy China PMI
As Asia’s largest economy and the world’s second largest economy, events in China can have a major impact on economies across the globe.
Indeed, China’s May PMI reading of a healthy 50.8 may already be buoying economies across the Asia Pacific.
Singapore enjoyed a solid growth in the first quarter. Growth weighed in at 4.9 per cent (YOY) for the quarter. Manufacturing led the way,
expanding by 11.9 per cent. High-end Singaporean components are often used in China to manufacture finished goods, so this could
suggest that China’s economy is indeed growing again.
Meanwhile, Indonesia is seeing its currency markets stabilise after months of turbulence due to sequestering in the US. Bank Indonesia’s
survey showed that consumers are increasingly confident in the country’s prospects. It recorded a rating of 116.9, up from a previous
reading of 113.9. Any reading above 100 suggests overall confidence.

FACTORY ASIA

MANUFACTURING EMPLOYMENT SHARES

25%-35%
OF GDP

25%
to
30%

10%
to
15%

During the last decades, many Asian economies attained high
manufacturing output shares for a sustained period, 25%-35%
of GDP, on par or even higher than the shares attained by
OECD countries during the 1960s and 1970s.

Japan, the newly
industrialised economies,
and Malaysia at peak
industrialisation

Most other
Asian economies
today

BECOMING A HIGH-INCOME ECONOMY

18%
Using a sample of 109 economies, ADB has found that almost
no economy has become high income without manufacturing
output and employment shares reaching 18% or above

PROBABILITY OF BECOMING A HIGH-INCOME ECONOMY

41%

5%

If manufacturing shares
in both GDP and total
employment are at
least 18%

If manufacturing
sector is small

Source: Asian Development Bank
Source: Frugal Dad
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Source: UN Comtrade (2011)
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Tech Giants Scramble for Lead in
Internet of Things Sphere
It’s not just smartphones and tablets anymore. The world’s tech giants are now battling over a wider array of connected devices, from
refrigerators to cars to wristwatches.
Apple is following its own path, aiming for tighter control and with less interoperability by limiting connections with non-Apple devices.
Samsung, meanwhile, is jumping into the fray with Tizen, an open-source operating system that could take on iOS and Android for connected
devices.
But the Internet of Things will likely be big enough for several platforms and may not see the same platform wars as the PC or smartphone
markets.

Source: amsix
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e-Commerce
NEWS BITES
In light of the recent exponential
rise in e-commerce activities over
the past decade, this section is
dedicated to keep our readers up
to date with the latest e-commerce
news.

Chinese Exporters Benefit from CrossBorder e-Commerce

Middle East e-Commerce Sales To
Reach $15bn By 2015

• China is seeing a surge in online purchases
made by foreign buyers, and the Chinese
government and e-commerce companies
have gotten involved to push growth in
the area

• e-Commerce sales in the Middle East are
expected to touch $15bn by 2015, up
from $9bn in 2012

• Chinese consumers have been making
purchases through overseas e-commerce
sites for items difficult to obtain in
China or which are priced cheaply, and
businesses are also going the other way
around, as more foreigners have started
buying through Chinese sites
• Deputy Governor of Heilongjiang, Sun
Yao, also recently pointed out that Russian
buyers, like their Chinese counterparts,
are buying products through China’s
Taobao — Alibaba’s business-to-business
trade site — and other shopping sites

16 Supply Chain Asia

• There are around 4.43 million online
buyers in the region spread across
countries such as the UAE, Saudi Arabia,
Egypt and Kuwait
• Almost 60 per cent of e-commerce
customers said that competitive pricing
and better deals were the motivator
to shop online while 56 per cent cited
convenience
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featuresour highlights
Unleashing the Potential of Myanmar Today
By Dr Kelvin Leung, CEO, Asia Pacific, DHL Global Forwarding

M

yanmar, with a population of 60 million, is the world’s 24th most populous country. At almost 680,000 square
kilometres, it is also the world’s 40th largest country with tremendous mineral wealth. As the second largest in
Southeast Asia, it has the potential to be one of the region’s biggest economies.

However, being politically isolated for many years as a result of international sanctions, the country suffered both socially and
economically. While the countries with which it shares a border – China, India, Thailand, Bangladesh and Laos – powered
ahead, Myanmar in many respects stood still, an Asian tiger in waiting.
Two years ago, as a result of political liberalisation, international sanctions were lifted and now Myanmar is ready to make
up for lost time. With the help of the International Monetary Fund (IMF) and other agencies, Myanmar is undergoing a major
transformation to create a modern economy and establish the tools, systems and institutions required to make that transition.
Although structural reforms are still at an early stage, growth has already started with GDP growing by 6.5 per cent in
2012/13, putting Myanmar firmly in the fast-developing nation category. To date, this growth has been primarily driven by
gas production, construction and services.
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Why Now?

The Challenges

The Silver Lining

In the region, there has been much talk about
intra-Asian trade and about it growing far
above the global average. However, intraASEAN trade is growing even quicker. The
ASEAN-China free trade agreement signed a
few years ago is also stimulating trade. Many
Chinese companies are investing in Myanmar
with trade in different commodities growing
strongly between the two economies.

While many key players look towards
Myanmar as an expansion opportunity, the
country lacks experience when it comes to
dealing with international companies, and it
does not yet have the support services in
place to help them.

Myanmar is investing in infrastructure. It is
expanding its port and has released concrete
plans for a new airport at Yangon. There are
new economic zones and Mandalay has
been earmarked as a logistics hub. Many
more business-friendly policies are being
introduced. Recently, the licensing laws for
importing have been simplified and registering
new businesses is getting easier.

With Myanmar’s economy opening up, it is
understandable that many companies around
the world are also actively looking at setting
operations in-market to tap onto the country’s
potential.
Industrial sectors, oil and energy, construction
and infrastructure are really booming in terms
of growth. There is also movement in the
FMCG, garment and textile industries, where
an increasing number of fashion and apparel
clients are exploring the market, considering
opening factories, or looking at sourcing more
products from Myanmar. This is a result of
relatively higher labour costs in competing
regional countries as well as recent problems
in the garment sector.
However, while garment companies,
particularly ones from the European Union,
which enjoy zero-tax rate on imports and
exports, are ready to go into Myanmar,
several factors prevent the country from
competing strongly with neighbours such as
Cambodia. Myanmar’s textile industry lacks
skilled labour and its development is being
hindered by strict requirements for import and
export licenses, and infrastructure problems
including electricity and transportation.
We are seeing more investment in the
consumer sector as well. Coca-Cola is
already in production through a joint venture
operation, while Korea-based Lotte Chilsung
Beverage Co has formed a joint venture with
Myanmar Golden Star (MGS) Beverage Co
to bottle and distribute soft drink products
including Pepsi in Myanmar. Other consumer
brands, such as Nestlé and Unilever, have also
set up offices in Myanmar.
Furthermore, there is huge market potential
in the telecommunication sector with major
telecommunication companies already set
up in Myanmar.

Telecommunications infrastructure is
patchy and internet connections are not
smooth. There are capacity constraints and
congestion at the airport and seaport, and
also accessibility issues with the current road
network.
It is not easy, but no emerging market
is. Most business decisions and financial
transactions pertaining to the business are
still made outside of Myanmar. Road and port
infrastructure outside the big cities are barely
developed, indicating that there will be some
challenges for trucking and deliveries within
Myanmar.

Foreign investment rules are set to ease
further in order to attract more foreign direct
investment. The elections in 2015 will be
essential and vital for the further development
of the country.
All of this boosts confidence and attracts
more investment. Many Asian companies
from China, Japan, Korea and Thailand are
already forerunners in terms of investment
in Myanmar, and ahead of their European
counterparts.

That being said, development signs are
positive.

Positive sentiment is high and the IMF
projected that Myanmar’s real GDP growth will
rise to about 7.8 per cent in the 2014-2015
financial year, up from its current growth rate
of 7.3 per cent.

With Myanmar’s economy opening
up, it is understandable that many
companies around the world are
also actively looking at setting
operations in-market to tap onto
the country’s potential.

Since establishing our first 100 per cent
owned DHL Global Forwarding office in
Myanmar in late 2013, we have worked with
the local logistics community to train and
develop a whole new generation of world
class logistics experts in Myanmar, to not
only support the continued growth of the
oil, energy, infrastructure and textile sectors
in addition to boosting the development of
the consumer and technology sectors, but
also give them access to the international
environment.
By also assisting organisations looking to
set up their own manufacturing bases in
Myanmar, our goal is to be there to deliver the
kind of logistics services and expertise they
expect and need, helping bridge business
in Myanmar with a network of international
business partners both within and beyond
the region.

About the Author
Dr Kelvin Leung is Chief Executive Officer of
DHL Global Forwarding for Asia Pacific and
is responsible for managing and directing the
business unit’s activities in the region.
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Building a Healthy Inventory
By Robert F. Byrne, Chief Executive Officer, Terra Technology

B

ehind every strong supply chain is a healthy inventory that carefully balances service with cost: too much stock ties up valuable
working capital that could otherwise be used to grow the business, while too little stock compromises service objectives and impairs
revenue growth. Striking the right balance is the key to achieving long-term profitable growth and is especially important in Asia where
volatile markets and changes in consumer demand continually challenge manufacturers.

Essentials of Inventory Management
The three fundamental drivers influencing inventory targets are
service, lead times and volatility. Service levels are dictated by the
customer strategy and tend to be inflexible. Lead times are a function
of manufacturing processes and transportation, and can be costly to
shorten. Improving manufacturing agility to cut manufacturing lead
times can be capital intensive. Changing transportation modes from
rail to truck to shorten transit times is expensive. However, for most
companies, the biggest factor influencing inventory health is persistent
market volatility and the challenge of accurately predicting demand.
Fortunately, recent developments in controlling the effects of volatility
have made this the easiest and most cost-effective of these three
drivers to regulate.

Step by Step
The first step towards creating a healthy inventory is to improve forecast
accuracy. While customer behaviour has always been hard to predict,
major demographic shifts underway in Asia are making it even harder.
Rapid population growth, migration from rural areas to urban centres
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and the unprecedented expansion of the middle class are radically
changing demand. With markets expected to double in size within
30 years, the concept of using historical sales to predict demand has
become increasingly irrelevant. Leading multinational manufacturers
have abandoned this approach in Asia and are now looking at current
data from within their supply chains to sense demand – and in some
cases, even peeking into their distributors’ networks. If products are
rapidly shipping from distribution centres or distributor warehouses,
then this is a strong indicator that demand is about to rise. The use of
current data to sense demand significantly improves forecast accuracy.
The second step towards a healthy inventory is to convert accurate
demand predictions into optimal stock targets. Inventory optimisation
tools use complex mathematics to replace generic stock settings with
specific values that respect service, volatility and lead times factors for
each item at each warehouse. The use of software tools to determine
optimal targets is even more important for distribution networks
comprised of more but smaller warehouses, as are common in India.
In these networks, the high number of locations and inherent capacity
constraints make the mathematics particularly challenging and well
suited for automated software tools.

Benefits of Demand Sensing

Figure 1: Key Financial Performance of Companies With and Without
Demand Sensing

By sensing demand and setting optimal inventory targets, manufacturers
earn the right to confidently reduce stock levels without risking service
commitments. Achieving this balance provides a measurable financial
advantage. Annual reports show that companies that sense demand
consistently outperform their peers in terms of revenue growth, cash
flow and income from working capital. To illustrate this point, consider
the five-year financial performance of 29 multinational consumer
packaged goods manufacturers with revenues greater than $5bn,
ten of which implemented demand sensing capabilities (see figure 1).
•		Working Capital: Both groups started with 63 days of inventory,
but companies that adopted demand sensing dropped by five days
compared to only two for the peer group. Five days of inventory
represents roughly $2bn of working capital that can be reinvested
to grow the businesses.
•		Gross Margin Return on Investment: This metric indicates
the ability of a company to generate cash from capital invested in
inventory. GMROI for companies adopting demand sensing grew
by 8 per cent while declining by 10 per cent for the peer group. The
result is a relative 18 per cent gain in their ability to make money
on inventory.
•		Cash Conversion Cycle: As a measure of how fast a company
can convert funds invested in materials into cash from the sale of
finished goods, the cash conversion cycle is a closely watched
financial metric. A decreasing cycle means capital is tied up for less
time in the production and sales processes and that management
is doing a more effective job using its resources to generate cash.
The cash conversion cycle was cut by 70 per cent or 18 days for
the group of companies adopting demand sensing, compared to
11 days for the peer group.
• 	Revenue: At the same time as improving cash flow and the ability
to make money, companies that sensed demand also increased
sales by 20 per cent, compared to only 11 per cent for the peer
group, achieving twice the growth advantage. With turnover as
a top priority for many Asian corporations, the demand sensing
advantage for revenue growth is particularity relevant.
The benefits are clear. It is time to get healthy by sensing demand
and setting optimal inventory targets. Competition is about the
survival of the fittest where companies need to improve or be left
behind. Which group do you want to be in?

Companies with Demand Sensing
Year

Days of Inventory

GMROI

CCC

Net Sales

2013

58

4.35

8

$289,613

2009

63

4.02

26

$241,037

Change

-5

0.33

-18

$48,576

%Change

-8

8%

-69%

20%

Companies without Demand Sensing
Year

Days of Inventory

GMROI

CCC

Net Sales

2013

61

4.98

11

$314,803

2009

63

5.53

22

$283,910

Change

-2

0.55

-11

$30,893

-3%

-10%

-50%

11%

%Change

Source: Annual Reports
With Demand Sensing: Campbell Soup, ConAgra, General Mills, J.M.
Smucker, Kellogg, Kimberly-Clark, Kraft Foods, Mondelēz International,
Proctor & Gamble, Unilever
Without Demand Sensing: Beiersdorf, Colgate, Danone, Dean Foods,
Estee Lauder, Heinz, Henkel, Hershey’s, Hormel, Kao Corporation, Land
O’Lakes, Nestlé, Newell Rubbermaid, Nippon, Reckitt Benckiser, SCA
Group, Shiseido, The Clorox Company

If products are rapidly shipping from distribution
centres or distributor warehouses, then this is a
strong indicator that demand is about to rise. The
use of current data to sense demand significantly
improves forecast accuracy.
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of the world’s largest manufacturers including Shell, Procter & Gamble, Unilever, Mondelēz
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More Turbulence Ahead
By Kris Kosmala, VP APAC, Quintiq

I

ndications that the air cargo sector in Asia is on the mend are
spurring airlines to look with more optimism towards the second half
of 2014. A sustained annual growth of freight tone kilometres (FTK)
between 3-4 per cent would allow airlines to make capital investments
in improving or refreshing their fleets and facilities.
However, counting on broad improvements in global trade and recovery
of exports from Asia may simply be not enough, as spare capacity
and competition amongst Asian carriers will keep prices in check and
subdue profits. For positive sentiments to grow stronger, an average
international load factor consistently above 75 per cent would be
highly desirable.

Consistent Demand is a Key Factor
An optimistic view would see a recovery of China’s manufacturing and
a steady growth of exports to Europe and North America absorbing the
supply. However, the economic data over the last 12 months does not
support this scenario. With the exception of Trans-Pacific Partnership
Agreement negotiations, the lack of other significant economic events
suggests relatively weak market growth in the months ahead.
In Asia, China’s manufacturing of goods suitable for air freight is
showing signs of slow growth, or no growth at all. The South-Asian
economies are showing strength in some of the countries, but the
volumes are not sufficient to offset the drop in Chinese exports.
Rise in Re-shoring
More worryingly, the ongoing trend of re-shoring of manufacturing
capacity from Asia closer to the North American and European markets
will also affect the demand for air freight. This relocation process,
currently underway, means that the re-shorers are gaining a major
advantage from the reduced length and cost of their supply chains
over their competitors remaining in Asia.
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Some Asian manufacturers are following the re-shorers and setting up
new capacity where means of production still offer them cost advantage
(e.g. Turkey for Europe and Mexico for North America). Others try to
counteract this trend, keeping their manufacturing capacity in Asia and
leaning harder on the carriers to extract greater discounts, sometimes
at lower overall volumes. Continuing weakness in their traditional
markets will force Asian manufacturers to look at developing markets
in Africa and Latin America, but an uneven growth in those economies
means that manufacturers will not have enough clout to force the
airfreight carriers to offer substantial price breaks.
Promising Sectors
Just as demand from electronics manufacturers comes under pressure,
another type of demand appears to show some promise for consistent
volumes and better margins. The two most promising segments are
food and pharmaceuticals. Serving these particular segments is
not without risks. Transportation of these time-sensitive, high-value
products requires specialised infrastructure, agile cargo processes,
stricter observance of chain of custody, and compliance with additional
regulatory processes.

Continuing weakness in their traditional markets will force Asian manufacturers to
look at developing markets in Africa and Latin America, but an uneven growth in
those economies means that manufacturers will not have enough clout to force the
airfreight carriers to offer substantial price breaks.

How Should Carriers Act under these Market Conditions?
An obvious answer is to offer better value propositions to attract new
demand while keeping the costs in check. The need for agility in the
food supply chain will grow, thus carriers will be expected to attract
customers with innovative offers guaranteeing just-in-time flow of
produce through the transport chain.

In the case of food, carriers need to understand their customers
and the nature of demand and supply fluctuations such as weather,
irregular timing of harvests, or extraneous events like panic buying or
panic escape from a particular product or a group of similar products.
While Asian carriers see promise in pharmaceuticals, the food segment
could be even more interesting, as its rapid growth is being influenced
by the changing buying habits of the middle class population in Asia,
and especially in China.
Asian consumers, just like their counterparts in Europe and North
America, are growing accustomed to shopping in supermarkets for
fresh produce and expecting year-round availability on the shelves. This
in turn, causes Asian supermarkets to demand agility from producers,
wholesalers, and importers, fueling need for air transport. Another
welcome market development for Asian airfreight is the likely end of
the embargo on imports of American beef into China. Existence of the
ban did not slow the rapid growth of demand in China for high quality
beef, so it should be expected that the volumes of meat shipments
between North America and Asia will increase to levels well above
those before the ban was implemented.

On the operations planning side, carriers need to respond by improving
the economics of their rotations, especially as new widebody planes
provide substantial bellyhold capacity and flexibility compared to
traditional freighters. Carriers should also update their IT capabilities
to support continuous optimisation of their network, taking into
account the combined needs of passengers and cargo and by
becoming smarter about forecasting and demand planning and more
sophisticated in optimal supply chain scheduling. There are indications
that the air cargo sector IT investments are not keeping pace with
other modes, leaving the carriers at serious competitive disadvantage.

About the Author
Kris Kosmala is one of Quintiq’s top experts in supply chain
management. As Vice President of Quintiq for the Asia Pacific region,
Kris advises on the application of lean principles to S&OP, supplierbuyer collaboration and supply chain risk management. Kris has also
headed numerous supply chain planning and optimisation solution
(SCP&O) implementations. He continues to play a leading role in
helping companies increase revenue, optimise asset utilisation and
reduce operating costs.

Quintiq is the leading provider of software for planning and optimising
supply chains, logistics, and workforces. “Impossible” planning and
scheduling challenges welcome at www.quintiq.com.
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Moving
Up the
Rungs

T

o the newcomers who aspire to break
into the supply chain and logistics
industry, you should be commended
for having a good eye. While the industry
does not have a glamorous reputation, what
power the supply chain professionals have
is discrete and essential to global and local
movement of goods.
But as in every industry, you may have
questions regarding career progression in
supply chain. In this article, Supply Chain Asia
offers a further insight into the approach one
should adopt to move up in the corporate
ladder, for both new entrants and mid-level
executives.

For the Fresh Newcomer
The great thing about the nature of the supply
chain management role is its presence in
just about all industries and sectors in an
economy. From manufacturing to food
industries, or tourism to the military, supply
chain professionals have the flexibility to
pick their employment sector of interest and
thereafter develop their skills and knowledge
to suit their choice.
In order to meet your prospective employers’
criteria, you have to adopt a two-prong
approach: get the relevant educational
qualifications and gather work experience.
School is still important
(even if you think otherwise)
Companies are now placing more value in
knowledge-based training. A Bachelor’s
degree in a logistics or supply chain
management is considered the minimal
requirement for wider range of entry-level
positions. Other degrees in business, finance,
information technology and engineering
are also applicable. For career changers,
additional education in logistics is definitely
necessary for viable career growth.
Keeping on the ball with technological
advances in the industry is also advantageous.
Complementary and advanced training in
cutting-edge technology such as warehouse
management systems (WMS), radio frequency
identification (RFID) and other supply chain
management software are vital to keeping
the supply chain competitive in the evolving
marketplace. You can look for professional
associations that provide such certifications.

Getting down and dirty
We learn most from our mistakes, and
experience is built on the foundation of
mistakes. Which is why for students or fresh
graduates, it is advantageous to apply for
internships. On-the-job training provides
new insights that allow you to internalise and
consolidate theoretical knowledge gained in
school and hard earned practical experience.
Doing good work may just get you a full-time
position, especially since there is certainly
more demand than supply in the supply
chain job market at present. Reports show
the supply chain job market growing at a
staggering 22 per cent from 2012 to 2022
as compared to the industries-wide average
of 11 per cent.
Educational qualifications and work experience
impacts your employment opportunities and
salary potential. Getting a foot through the
employment door is the first level. The next is
going through the training and development
programme designed by companies to turn
you into a valuable asset.

For Mid-career Folks
Having invested years into the supply chain
industry, as a practitioner you probably
would have developed a variety of hard and
soft skills. Communication, critical thinking,
problem solving and organisation skills are the
bread and butter of your usual work. You feel
ready to move up the ladder, but first you need
to understand the trends of promotion. Russell
Reynolds Associates provide interesting finds
on the career patterns of supply chain leaders
in their recent report “Where Do Supply Chain
Leaders Come From?” (see figures on next
page).
Becoming a Master
It is no longer enough to have expertise in
the supply chain field. Companies now look
for versatility in academic background for top
hires. A secondary undergraduate degree
or a graduate degree in engineering and/
or business is a requirement for leadership
roles and most practitioners go for a Master’s
degree after 5 years of experience.

Common sense dictates that a person in charge of
the entire end-to-end of an integrated supply chain
must possess in-depth understanding of each
function in order to get manage the big picture.
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Experience Matters
Having relevant supply chain experience is
always a determinant when selecting supply
chain leaders. Common sense dictates that
a person in charge of the entire end-to-end
of an integrated supply chain must possess
in-depth understanding of each function in
order to get manage the big picture.
Thus, it is not surprising that most leaders are
promoted internally within the same industry,
with a couple decades worth of experience
in multiple fields of logistics and supply chain
management.
Loyalty is rewarded
Majority of promotions are given to
practitioners that display company loyalty,
especially through longer tenures. Retaining
top talent is a main challenge faced by
supply chain companies, especially since
talent is scarce as compared to demand.
Not to mention the internal knowledge and
relationships that can only be gained by
staying with a company for years, such
as cross-functional within the company
and cross-company understanding of the
company’s supplier/customer relationships.
Power woman
In this male-dominated industry, female
practitioners are few in number. However,
trends show that top positions are slowly
becoming more within reach for women of
ambition.
Now that you have an overview of promotion
trends, let’s look at some key characteristics
employers look out for on their checklist
when it comes to supply chain leaders,
whose purview encompasses all supply
chain functions and they are responsible
for translating and implementing executive
strategies into the supply chain.
1) In a competitive global marketplace,
oftentimes supply chains are global in
scope and nature to deal effectively
with suppliers and customers
worldwide. Thus experience through
global assignments must be
accumulated in order to learn about
cross-cultural management, garner
knowledge on regulations and develop
a global mindset for cross-boundary
challenges.

2) S u p p l y c h a i n l e a d e r s a r e
responsible for directing a large
portion of IT spend in companies on
technology enabling supply chain
excellence. Therefore the leader must
know enough about the supply chain
technology in order to implement it
successfully business-wide.

3) At the top level, the supply chain
leader must become business savvy
as the job now deals directly with
how the supply chain enhances the
company’s financial performance.
Learning the business vernacular
(such as terms like ROI and EBITD)
is necessary in order to communicate
with the Board, the CEO and the
shareholders about supply chain
issues.

If you find overcoming challenges rewarding, supply chain is the road for you. Whether the labour you have put out in over the course of five
or ten or twenty years pays, depends entirely on the decisions you make and the opportunities you seize. Do you have the determination to
become the new crème de la crème of the supply chain world?
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The Answer to
Everyday Low Price

A

nyone would be hard-pressed not to name Walmart as one of the most popular retail
chains in the world. After all, the profitable American brand is a global household name,
with over 11,000 stores in 27 countries under 55 different names. Outside of the US,
Walmart is carving out its niche in Asia Pacific, particularly in China. The retail behemoth will build
30 new retail stores and warehouses in the later part of the year to gain a larger presence in the
country’s chief urban centres. In addition, Walmart will also invest 580m yuan to upgrade about
55 older stores.
It is obvious that the retail giant looks at China as a key strategic market, but how is the
company managing ongoing challenges, such as poor infrastructure, while maintaining low
prices for its customers? Mr Scott Price, Executive Vice President of Strategy and International
Development, Walmart International, shares his thoughts on the company’s plans for the region.

There is no doubt that compliance and quality control are integral parts of
supply chain management worldwide, but especially in China where we strive
to assure we meet government standards.
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We understand that you previously
served as CEO of DHL Express
Europe prior to taking up your
current position. Is there a major
difference working for a service
provider and working for a major
retailer like Walmart?
As a retailer, Walmart offers nearly
everything from groceries to consumer
goods of all sorts, such as books,
furniture, auto parts and clothing. Keeping
an eye on quality, costs and ethics in the
ever more complex world of sourcing and
supply chains is a challenge. A strong
and efficient supply chain is particularly
important to us because it is fundamental
to our purpose of saving people money so
that they can live better. My experience
working with DHL equipped me with the
knowledge and expertise in supply chain
management, and it has proven to be
tremendously useful to my role at Walmart.
One major difference would be a huge
focus on food safety. At Walmart, we take
a farm-to-fork approach to food safety,
realising that risk needs to be controlled
at every stage of the supply chain. It
means we not only have to maintain
the freshness and quality of food items
during the delivery to our stores, but also
to take a step forward to assure they are
of high standards when they are sold at
our stores.

Walmart’s presence in China is
quite substantial. Can you share
with us the company’s supply
chain network and structure in
the country?
In China, we have recently completed
migration to a more centralised model
of supply chain. The traditional practice
is for suppliers to deliver directly to
store locations, resulting in a complex
web of distribution throughout the
country. The consequence is a lack
of visibility of the entire back end of
the supply chain, causing inconsistent
service and inefficiencies. In this regard,
Walmart is investing in distribution center
infrastructure nation-wide, including both
dry and fresh networks. We have already
seen the benefits of this migration as
suppliers and Walmart are enjoying greater
efficiencies and customers are having
better in-store experience with lower
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product prices and better shelf availability.
Particularly for the fresh network, we are
able to better ascertain the cold chain
integrity and this adds more comfort for
our Chinese consumers, who put food
safety as one of the top priorities.
There is no doubt that compliance
and quality control are integral parts of
supply chain management worldwide,
but especially in China where we strive to
assure we meet government standards.
We have a system in place to ensure
that products on shelf comply with the
regulatory requirements, and we have
invested in a computer-based system
enabling vendors to upload all required
legal documents.

What are the challenges in
establishing a prominent retail
chain in Asia, compared to North
America or Europe? How different
are the business operations?
Challenges vary from market to market
but the one I will highlight is food safety.
Across Asia, concerns on food safety are
shaping consumer demand and spurring
interest in organic and local foods.
In China, a recent development has been
the utilisation of a new mobile laboratory,
covering stores in Guangdong province.
What we have done is outfit vans with
customised, highly advanced food safety
inspection technology and specialists,
who literally drive from store to store.
They make possible a real time quality
check that only existed in laboratories that
were often far from store locations. This
programme is now covering more than 70
stores across all of Guangdong Province.
Apart from the mobile lab initiative, we
have re-launched food safety policies and
processes on China making use of iPads,
which help associates reference policies
and keep track of the latest updates firsthand, whether at a distribution centre or
on the sales floor. We have also recently
introduced DNA testing for meat products,
which can be easily adulterated. DNA
testing is not mandatory by authorities,
but we launched this to ensure all meat
products sold in Walmart stores are safe
and of high-quality. Target meat products
include beef, lamb, donkey meat and
venison.

In India, the challenges are more basic
– for example, there is no national cold
chain. Thus, we need to find innovative
solutions to prevent spoilage and insure
safety. To tackle this, we use shipper
boxes to expand our cold supply chain
for transporting frozen food over long
distances. These innovative shipping
containers utilise dry ice to keep products
frozen regardless of shipping distance.

Yihaodian saw $1.9bn in sales
in 2013, with only three other
Chinese e-stores earning billiondollar revenues in the same year.
As the majority shareholder, what
is the company’s role to ensure
Yihaodian continues to measure
up against its competitors in
2014?
Our investment in Yihaodian underlines
Walmart’s commitment to investing
in China in a key growth industry and
developing the logistics, infrastructure,
innovative talent and new technologies
that will help China meet its development
goals. But more than an investment of
funds, we are sharing our knowledge
and technology together with our best-inclass practices in retail with Yihaodian. By
combining our experience and resources
with Yihaodian’s local market expertise,
we aim to deliver enhanced product
offerings, lower prices and a better
shopping experience for customers.
One way that we are improving the
Yihaodian experience for customers
is through Walmart’s global leverage.
Yihaodian is working closely with our
global sourcing colleagues on bringing
imported products, such as food, to
China. By giving Yihaodian access to
the global Walmart network, they are
growing in ways that are unexpected –
for instance, Yihaodian is now the largest
importer of UHT milk in China.
Walmart and Yihaodian also cooperate
extensively at merchant and network
design levels. Chief merchants at
Yihaodian and at our brick-and-mortar
stores work together to make joint
purchases so they can buy for less. This
is part of our philosophy to help our
customers save money live better. We
look at scale purchases as one way to
save costs and be able to sell onto our
customers at lower prices.

In your view, do you see China’s
supply chain and logistics industry
able to keep up with the changing
consumer demands (i.e. rise in
online shopping)?
When it comes to responding to consumer
demands, retailers on are the front line – we
hear first-hand how customers respond to
products and can feed this information
back through the supply chain. There is
little doubt that e-commerce has pushed
the boundaries in China, and made us all
reimagine what supply chains need to do
in this part of the world.
Supply chains have to evolve in response
to the rise of e-commerce and mobile
commerce to provide our customers
in China the same online shopping
experience as in the US and Europe.
Through our recently acquired shopping
platform, Yihaodian, we now have
customers who look for and purchase
products online and on their mobiles.
Therefore, the focus has now shifted to
shoring up last mile networks – and in
a market like China, companies need
to build their own because there is no
nationwide same day delivery system.
Already, we have been able to build our
own last-mile network for Yihaodian that
spans across the country.
Customer preferences are also influencing
logistics from a design perspective. For
example, we found that a particular brand
of chips was often purchased with a soft
drink brand, and we wanted to package
these items together for the convenience
of our customers. If suppliers transported
these two together in the usual way the
chips would have been broken. Therefore,
our suppliers worked on an innovative
packaging solution to make this package
workable. In other words, the ecosystem
in China is becoming more collaborative.

Walmart prides itself by offering
lowest prices to customers. How
does the company ensure that
while meeting the consumers’
demands for high quality products
quickly, especially in areas with
poor infrastructure?
Every Day Low Price (EDLP) is our pricing
philosophy under which we price items at
a low price every day so our customers

trust that our prices will not change under
frequent promotional activity. We are
constantly striving to achieve this promise
in Asia.
At the core of our business model is what
we call the productivity loop: operate for
less, buy for less, sell for less, and grow
sales. The productivity loop enables us to
drive Every Day Low Cost (EDLC), which
then delivers EDLP to our customers.
Within the equation, supply chain
excellence is the backbone of us being
able to “operate for less” as well as the
key to producing consistently high quality.
One of the major initiatives that we have
adopted is Global Branded Imports, which
is an excellent example of our global
leverage lowering cost and increasing our
product assortment. In early 2013, Seiyu
GK (Walmart Japan) launched a selection
of own-label ales from ASDA (Walmart
UK). Priced at ¥298, ASDA’s Extra Special
Golden Ale became a hit with Japanese
shoppers and reached second place on
Seiyu’s best-seller list. Approximately 75
ASDA private brand products are being
exported to China and Japan.
Sustainable agriculture initiatives have also
helped our productivity loop. Seventyfive to 95 per cent of Walmart produce
across Asia is locally sourced, benefiting
local communities and allowing us to
keep prices low for our customers. By
reaching suppliers and farmers directly, we
are able to deliver between five to 10 per
cent of savings to their customers due to
elimination of costs added by middlemen
in the supply chain. The farms also earn
a better price for their products and
receive expert advice on crop planning
and management.

We understand that Walmart
adopts successful practices from
other markets to establish its
presence in China and India.
Can you tell us more about these
successful practices?

they can live better, is at the core of every
decision we make.
One way we fulfill this commitment is to
embrace diversity in all aspects of our
organisation while fulfilling our business
needs. Our Supplier Diversity Programme,
which aims to bring minority and womenowned businesses into our vast network
of suppliers. Today, we have a network
of more than 3,000 diverse suppliers.
Walmart India in 2013 on boarded four
new women-owned businesses, including
Society for Child Development (SFCD), a
non-profit that creates employment for
women. We procured Diwali merchandise
and organic colors for Holi from SFCD and
these handmade items had a 95 per cent
and 98 per cent sell through respectively.
We are also attracting diverse suppliers
through innovative methods. In the US,
we started the successful “Get on the
Shelf” crowdsourcing competition to
give entrepreneurs and small businesses
a chance to get noticed and sell their
products on Walmart.com. We have
since reapplied this concept to our
Japan business and tweaked its focus on
women’s economic empowerment. We
publicly solicited merchandise proposals
from companies in which women assume
top management positions or more than
10 per cent of the corporate officers are
female. Selected products will be sold on
our Japanese e-commerce site, Seiyu.
com, from April 2014.
These programmes do require significant
investment of time and money, but it is
reflective of our long-term focus on EDLP
and EDLC. At Walmart, we believe doing
well and doing good are not exclusive
of each other. The insights we gain from
the work we (with our partners) will do on
these initiatives, as well as the pipeline of
talent we will build together around the
world, will make us a stronger business
that is more relevant to our core customer.

The EDLP promise drives our vision and
our actions in every market we operate in.
Achieving EDLP and the EDLC behind it
naturally depends on local circumstances,
but we are committed to a number of
global strategies that we believe are a
critical part of our success worldwide.
Our mantra, to save people money so
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What are Walmart Asia’s strategies
for the region in 2014? Are there
upcoming M&As in the works?
Asia continues to be a very important
market for us. We believe that the three
markets we are in Asia - China, Japan and
India - all have high growth potential. We
intend to grow in both organic (“greenfield”)
growth or through acquisition, depending
on the circumstances. It is impossible to
say how much of each we will do in the
future.
In China, we plan to open 110 stores in
the next three years, including in Tier 2, 3
and 4 cities, and we hope to accelerate
the development of Sam’s Club. Our
long-term strategy in China is centred on
investing in more distribution centres and
enhancing the strength of our logistics
networks. Customers will benefit from this
network with improved quality assurance
and quality control, reduced cost, better
in-stock, and improved food safety.
In Japan, we are responding to the
increasing trend of single households by
focusing our growing Wakana business,
which offers customers a ready-to-eat
food market full of high quality products
at low prices. We will also continue
to enhance our new private brand,
Minasama-no-Osumitsuki, to provide
better quality to customers at a lower
price.
In India, we recently completed the
separation with our joint venture partner
Bharti Enterprises and now own 100 per
cent of the Best Price Modern Wholesale
Cash & Carry operations. As part of our
growth plans, we plan to open 50 new
C&C stores in India in next four to five
years. We continue to study the feasibility
of the new FDI policy and remain steadfast
in our belief in the important value Walmart
brings to India, including social and
environmental benefits.
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Economically Empowering Women Through Sourcing –
Walmart Japan’s Public Solicitation Campaign
Helping women live better is a defining issue for the world and Walmart
embeds this initiative within its global business through programmes
that are tailored to meet the unique challenges of each market. Japan,
for instance, has one of the largest gender gaps in the world – the 2013
Global Gender Gap Report ranked Japan at 105th among 136 countries.
Seventy per cent of Japanese women give up work after they have their
first child, and women only occupy five per cent of managerial positions.
To raise awareness of the issues and encourage companies to develop
female talent, Walmart’s Japanese subsidiary, Seiyu, launched a
campaign in August 2013 to publicly solicit proposals for products that
could support housework or childcare, or encourage men to take more
active roles in both tasks. The twist, however, lay in the qualifying criteria.
Applicants must be either female entrepreneurs, or companies in which
women are in top management positions or more than 10 per cent of
the corporate officers are female. Selected products would be sold from
April 2014 on Seiyu’s online shopping site.
Walmart Japan’s public solicitation campaign proved a bold statement
that increased awareness of gender inequality within the Japanese
workforce in several ways. The prime opportunity to be featured in one
of Japan’s largest supermarket chains triggered widespread attention
and interest. Moreover, the winning products, which include breathable
ergonomic training shoes for babies, maternal herbal tea and a
compacting baby carrier pouch, helped to highlight the entrepreneurial
creativity of Japanese women. The campaign was so successful that a
second round was announced in May 2014.

Peter Dew
President, Asia Pacific, CEVA
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Competing For a
Piece of Asia’s Pie

N

o region has been more dynamic in recent years than Asia. Think of China’s
evolution from a cheap manufacturing haven to a hi-tech hub in a short span of
time. Gone were the days when the words “Made in China” invoke feelings of
doubt and apprehension. Now, it is becoming a norm for the country to produce delicate
microchips and high-end luxury goods for the global market.
With Asia accounting for 36 per cent of global trade according to United Nations, it is
only natural that major companies, such as third party logistics experts, continuously
expand and improve their services to profit on the region’s growth and provide a
seamless supply chain process.
CEVA Logistics, for example, has increased its footprint with new multi-user warehouses
and facilities across the countries in Asia Pacific over the past year. With recent
expansion in Singapore, China and Malaysia, just to name a few, CEVA believes that the
region will continue to be a crucial region for the company.
“From a turnover perspective, Asia Pacific accounts for approximately 30 per cent
of CEVA’s turnover. In terms of the products represented here, all of CEVA’s primary
products, which are contract logistics, airfreight and oceanfreight, are strongly
represented here,” explains Mr Peter Dew, President of Asia Pacific, CEVA.

In terms of our largest market size in Asia, it would
be Greater China, and we look forward to it being
our largest turnover market in the future.
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Expecting the Largest Market in
Asia

Managing the Most Important
Asset in a Company: Talent

While CEVA’s massive Asia Pacific region
includes all countries from India to South
Korea, as well as from Malaysia to
Australia, there is one clear winner when
it comes to the most significant market.

Mr Dew adopts an open-style
communication when it comes to
engaging with his employees, and
frequently explores ways to leverage
the existing technologies available to
continuously improve CEVA’s working
environment. Here are some key points
to employee management:

“In terms of our largest market size in Asia,
it would be Greater China, and we look
forward to it being our largest turnover
market in the future,” says Mr Dew.
As part of its strategy to ensure success,
CEVA has maintained a diverse focus
in five key vertical sectors: consumer &
retail, oil & gas, industrial, technology and
automotive. This ensures that a volatile
industry will not necessarily impede the
country’s overall revenues. In fact, CEVA
is optimistic of substantial success in the
near future.
“We have a very specific business plan in
Asia Pacific, and we believe strongly that
it will lead us to improve profitability and
grow the business beyond the average
growth rate in the region.”

Region Holds Hidden Gems
Although the region hosts many
challenges, such as having a fragmented
logistics infrastructure and sometimes
suffering from volatile political conditions,
Asia remains a high potential region. Mr
Dew highlighted two specific markets:
the Intra Asia trade, and the rise of the
middle class.
“The rise of the middle class segment in
Asia and the increased intra Asia trade
movements are two significant trends
impacting the region.” According to
the recent Asia Emerging Middle Class
Survey, It is expected to reach 3.5 billion
in 2030, with 85 per cent of the growth
within Asia’s developing markets of China,
India, Indonesia, Malaysia, Myanmar,
Philippines, Thailand and Vietnam. “This
is another tremendous opportunity for us
to provide a variety of solutions across our
key products,” he explains.

1

Strive on Feedback,
Not Broadcast
“Communication is a twoway process. If it is only a
one-way process, that is
called a broadcast. However,
when my colleague gives me
valuable feedback, that is
communication.”

3 Focus on Retaining,
Not Hiring

“It is good to hire great people,
but it is even better to retain
great people. Since this industry
regularly faces a shortage in
skills and talent, companies need
to have effective mechanisms
in place to encourage talent
to stay. Companies need to
also understand a fine balance
between attracting people from
within and attracting people from
outside of the industry.“

2

Leverage Social
Media
“CEVA uses an enterprise
social media network, Yammer,
currently being most widely
utilised in the company’s
Asia Pacific offices. Not only
does this create a meaningful
connection with the Gen Y
and the more tech savvy
employees, but also provides
them access to executives at
the management level.”

As the saying goes, “Good help is hard to find”. No single task is more important in a
business than hiring the right people. CEVA’s biggest asset is its people. This is why
CEVA places such a strong focus in talent recruitment and retention. Only then can a
business grow healthily, and take a piece of the pie.
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CEVA Matrix
CEVA Matrix is a unique technology platform that allows customers to achieve a new level of supply chain efficiency. It
integrates every aspect of the supply chain to give clients more control, maximum flexibility, real time visibility, better
use of distribution networks, improved customer service and significant cost savings.
CEVA Matrix solution suite delivers technology integration for the complete end to end supply chain:
• CEVA Matrix One Freight Management System (OFS)
Managing freight movements across multiple carriers and modes from pickup to delivery
• CEVA Matrix Warehouse Management System (WMS)
Managing all aspects of warehouse planning and operation
• CEVA Matrix Transport Management System (TMS)
Management of complex domestic transport solutions
• CEVA Matrix Supply Chain Management (SCM)
Supporting supply chain planning, execution and management
• CEVA Matrix Connect
Integrating our solutions with customer, supplier, service provider and other supply chain partner systems to
create automated information flows and processes
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Max Bittner
Chief Executive Officer, Lazada
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Not Just an
Amazon Clone

I

ndia has Flipkart; Japan has Rakuten, while China has Tmall. Online shopping has become
such a pervasive lifestyle that almost every country or region has its own preferred
e-commerce giant that rule the market.

Which company dares to conquer Southeast Asia though? This is a difficult territory consisting
of fragmented markets at different levels of development. But if someone can get it right,
these markets account for approximately 10 per cent of the Asia Pacific’s Internet population
of 644 million, according to “Southeast Asia Digital Future in Focus 2013” report. With mobile
penetration set to soar in the near future, Southeast Asia can quickly become a gold mine for
an e-commerce company willing to invest in the region.

And when it comes to fast growing retail e-commerce businesses in Southeast Asia, not many
come close to Lazada. Launched in March 2012, the company now has over 1,500 employees
and garners approximately one million visits to its websites per day. With dedicated operations
across Indonesia, Vietnam, Philippines, Malaysia, Thailand and recently Singapore, Lazada is
often touted as the “Amazon of Southeast Asia”.
“That is a very flattering title. I think Amazon is a great company to aspire to, but we are not an
Amazon clone. The way we handle our challenges and how we meet the expectations of our
customers are Lazada’s, not Amazon’s,” said Mr Max Bittner, Chief Executive Officer of Lazada.

We aim to provide our customers with an effortless
shopping experience. In order to do this,
we need to have sufficient, if not complete,
control up to the last mile delivery.
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Meeting Local Needs with Local
Presence
The key difference between Amazon and
Lazada is the establishment of a local
presence in Southeast Asia.
“Unlike other major e-commerce
companies, we have a local logistics
presence, a local supply chain presence,
and strong local teams in the respective
markets we are in. We aim to provide our
customers with an effortless shopping
experience. In order to do this, we need
to have sufficient, if not complete, control
up to the last mile delivery. We believe
this is Lazada’s key differentiation factor,”
said Mr Bittner, who is the driving force of
the company.
Having a local presence also allows a
wider variety of payment options. While
other e-commerce companies could only
offer credit cards and PayPal as payment
modes, Lazada has the ability to also offer
cash-on-delivery service.

The Magic is in the Backend
To provide a convenient shopping
experience, products must be delivered
effortlessly to customers without delays,
hassles or disruptions. Achieving this
goal requires heavy investment in the
backend, and a highly optimised supply
chain process.
“We have invested significantly into our
IT systems and talent to provide topquality customer services, built more
warehouses to boost scale and inventory,
and established our own last-mile delivery.
Currently, 30 per cent of our orders are
carried out through our in-house last-mile
delivery system named Lazada Express,”
explained Mr Bittner, who joined Rocket
Internet as a Regional Partner before
taking on his current role.

In addition, Lazada manages and controls
all of their warehouses. In large countries,
such as the Philippines and Indonesia,
Lazada has one large distribution centre
in one city (e.g. the capital), followed
by smaller hubs spread throughout the
country. To ensure short waiting time, the
company keeps multiple SKUs in different
markets around the region.
“Customers do not want to wait too long
for their products. If they are in Jakarta and
they have to wait for their products coming
in from Manila, taking into consideration
the time taken for customs clearance,
this can take absurdly long. It is also not
economical in terms of price as it is far
more expensive to ship from Manila to
Jakarta, than if their products are already
in the same country,” continued the CEO.
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Believing in e-Commerce
According to financial statement of
Sweden’s Investment Kinnevik, Lazada
achieved net revenue of a whopping
$13.5m in 2012 alone. But the rewarding
experience of driving an e-commerce
company is not due to the dollars and
cents achieved. It is “democratising the
retail industry” that brings Mr Bittner the
highest form of satisfaction in his job.
“I am a huge believer in e-commerce. We
received feedback from a customer, who
is based in the northern end of Sumatra,
telling us that he ordered a product on
his mobile phone that arrived within three
days, and he was able to pay for it in cash.
He was grateful for it because otherwise,
he would have to travel to Medan for five
or six hours in a public bus. Democratising
retail is the most amazing thing. Everyone
will have access to the same products,
regardless of whether they are in Jakarta
or Singapore.”
With Lazada targeting 500 million
consumers across its targeted markets,
more consumers can expect the
democratisation of retail to reach their
doorsteps.

Lazada Launches in Singapore
Lazada.sg officially opens for business in Singapore offering customers an
effortless shopping experience and sellers an easy access to online commerce.
Since its launch in 2012, Lazada has grown rapidly to become the leading
online shopping mall in Indonesia, Vietnam, Malaysia, Thailand, and Philippines.
It boasts the highest web traffic of any online mall with over one million visits to
its website every day and the biggest social media following in the region with
seven million Facebook followers. Lazada.sg brings the best of offline shopping
online with a fast, secure and easy to navigate shopping mall inspired website.
Launching with eight different categories including Health & Beauty, Mobiles &
Tablets, Consumer Electronics, Home Appliances, Home & Living, Singapore
customers will soon find 13 categories available online with a more lifestyle
focus, including the launch of a new private fast fashion label. These categories
are arranged by floors much like how shoppers would find them in traditional
malls, making the experience enviably convenient.
The website is accessible via mobile phones and tablets, and comes with
a dedicated mobile site for optimised user experience. iOS and Android
applications will be available in June, followed shortly by Windows, giving
shoppers the most comprehensive mobile shopping experience.
Besides secure credit card and PayPal payment options, Lazada.sg also
offers cash-on-delivery payment. With free returns, a reliable delivery service,
extensive customer care (reachable by phone and email), and a Trusted Seller
only programme, customers can shop with confidence at Lazada.sg.

Lazada.sg’s marketplace platform enables sellers to gain fast and easy access to online commerce, leverage on Lazada.
sg’s daily growing customer base, fast payouts and marketing solutions with best-in-class analytics. Our mantra, to save
people money so they can live better, is at the core of every decision we make.
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Koh Seng Teck
Head of Southeast Asia, Swisslog

I think a warehouse should be like a sponge that can absorb water easily. In this case,
you can pump in numerous orders in one go, and the warehouse will process them
quickly and easily without having any spillover.
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Bringing Sexy (Back) into
Supply Chain

f you had to run a public poll on the most common words to describe a typical warehouse or distribution centre, dull, dreary
and dour could easily top the list. Such an opinion might be common among laymen, but experts in the field will fiercely
challenge that misconception.

One such contender is Mr Koh Seng Teck, Head of Southeast Asia of Swisslog. The Malaysian-born Managing Director has a
strong passion for automation, and the rise of the use of robotics in warehouses and distribution centres has enthralled him to
stay with the company for over 18 years and counting. As the head of the warehouse and distribution division in Swisslog, he
offers innovative solutions for his clients to maximise their operations efficiency and boost their productivity output.

Love for Cutting Edge Style
Let’s face it; it is not often that we meet
leaders of the field who have stayed in
one company for over 18 years. While
there are many perks to working for
Swisslog, it is Mr Koh’s fascination with
automation and robots that ultimately
cements his stay at the company.
“What first attracted me to join Swisslog
in 1995 was the cutting edge technology
the company offers to their customers.
At that time, sophisticated technology
is a rare commodity for the supply chain
industry, so it was highly exciting to see
such innovative machines in a warehouse.
Even after 18 years, Swisslog’s constant
innovation never ceases to amaze me,”
explained Mr Koh, who is also armed
with over 25 years of experience in
design and implementation of automated
material handling solutions in the Food
& Beverage, Retail, Pharmaceuticals,
Tobacco and Banking industries.
In addition to his passion for automation,
working in Swisslog has also helped
him broaden his skillsets. Throughout
his tenure in the company, he has
been assigned a multitude of roles in
Swisslog, including heading a Business
Development & Sales team in China
from 1999 – 2009. His success during
that period has a direct impact on the
company’s expansion in the region.
“While we were in China at that time, we
have won a number of key projects, such
as the Shanghai Haiyan DC, Hangzhou
Cigarette Factory, People’s Bank of
China, as well as scores of projects in
the tobacco industry. Our success in
China had led to Swisslog setting up an

office in China in 2004, and our business
continues to grow in the region to this
day. At the moment, we have a Swisslog
team that is fully focused on East Asia,
while my team manages the Southeast
Asia region,” said Mr Koh.

Rise of Robots
With the amount of technology companies
are investing into their warehouses and
distribution centres, it is easy to debunk
popular misconception that working in
logistics is boring and uninspiring.

“Swisslog always emphasises
on providing a safe and ergonomic
workplace environment when designing
a distribution centre. One of our key
customers in Germany had even invested
quite a significant sum of money to
engage a colour consultant to determine
the most conducive colour scheme for
the equipment and warehouse layout in
order to achieve the most comfortable
workplace for their employees,” said
Mr Koh.

“Speaking from a system provider’s
point of view, the system that Swisslog
implements for our clients are mainly
automated systems comprising of robotic
equipment, which is quite sexy. When in
operation, these automated systems are
simply fascinating to watch. I think this
is one good reason to attract people to
work in the distribution centre, as they
will have the opportunity to deal with
the sophisticated equipment and to be
trained with the latest technologies,”
observed the industry veteran.
Working with robots has many benefits
for both employers and employees
alike. For employers, investing in robotic
machinery means a boost in productivity
and a decline in the number of human
errors. Employees (e.g. warehouse
operators), on the other hand, can expect
a better work-life balance, as there is
lesser need to work long hours.
In addition to increasing the level of
innovation, companies are also increasing
their efforts to inject vibrancy into the
warehouses.
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The Future is Like a Sponge
As long as we continue to invest in
the development of technologies in
warehouses and distribution centres,
we can expect the industry to shape
into an extremely sophisticated sector
in the future.
Mr Koh has his own dreams of a next
generation warehouse. “Let me use
an analogy to describe my vision of a
perfect warehouse. I think a warehouse
should be like a sponge that can absorb
water easily. In this case, you can pump
in numerous orders in one go, and the
warehouse will process them quickly
and easily without having any spillover.
This means that the warehouse must be
similar to a well-oiled engine that runs
smoothly and have the flexibility to cater
to changes in demand.”
When it comes to distribution centres, Mr
Koh expects the future distribution centre
to be akin to a “fully automated black
box”. With the advent of hi-technology,
eventually only one operator will be
required to pick and pack orders, before
sending them to delivery docks with the
click of a button. Swisslog’s AutoStore®
is a prime example of this technology,
but it currently only forms a part of a
distribution centre.
While the industry still has some ways
to go before introducing the perfect
warehouse or distribution centre, Mr
Koh’s dreams are not too far off. The
sector still needs significant investment in
R&D, and a daring attitude to do things
differently. The path to full automation will
not be smooth, but we can expect the
age of robots to come upon us sooner
or later.

Competec Case Study
After performing an in-depth comparison of various goods-to-person
concepts, in September 2011, Competec decided in favour of the new
solution from Swisslog. Click&Pick® combines high-speed picking
with an innovative inventory system.
The solution provides Competec with a scalable state-of-the-art
storage and picking process, with the capability of handling increasing
numbers of small quantity orders. In addition, the installed solution
has no single point of failure as all inventory bins can be delivered by
any of the robots to any picking location – providing virtually 100 per
cent access all the time.
With the scalable Click&Pick® solution, the Competec Group can
extend automation as its e-commerce business grows. In addition,
Competec’s pickers consolidate multiple orders simultaneously. The
operator picks the SKU quantity from the presented bin, then puts
products into the correct order container with the assistance of pickto-light functionality. The solution gives Competec an unbelievable
level of accuracy leaving a zero margin for error in the order fulfillment
process, as well as providing ergonomic benefits for users.
Following the installation of AutoStore, Swisslog installed over 600
linear meters of QuickMove light-goods conveyors to facilitate swift
movement of products throughout the DC. These modular-designed,
light-goods conveyors with sophisticated controls move up to 2 000
totes per hour with high efficiency between pick stations, packing
and shipping.
QuickMove is based on a set of standard elements and modules,
and provides reliable handling for the plastic totes used at Competec
that weigh 25 – 30kg when filled. The conveyor technology provides
integrated controls and an energy management system.
Aside from increased and expandable storage capacity, easy product
replenishment, and swift movement of orders through picking, packing
and shipping, reduced maintenance and easy troubleshooting make
Competec’s new system an extremely efficient solution.
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CLICK&PICK®
UNLOCK THE POTENTIAL OF YOUR
E-FULFILMENT

FAST, SCALABLE AND ACCURATE
In today’s competitive world, retailers must be able to deliver the right orders to the right customers at the right time. Errors and delays in
order fulfilment can have lasting negative impacts on your brand, whilst maintaining high stock levels can tie up capital and limit flexibility.
As a full service partner of automated e-fulfilment solutions, Swisslog enables you to achieve the highest throughput at the lowest cost,
efficiently handle large SKU ranges and accurately meet delivery demands and requirements.
Warehouse Automation – Design, Develop and Deliver.
Email: wds.sea@swisslog.com

www.swisslog.com
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innovation revolutionary ideas

A New Kind of Data
Management in
Asia Pacific
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A

s the supply chain landscape in
Asia matures, more enterprises
understand the importance of investing
in sophisticated software to secure quick wins
on costs and efficiency. However, acquiring
a robust and hi-tech system requires a
significant initial monetary investment and time
for staff to overcome any learning curve. To
manage these challenges, most companies
opt for ad-hoc software in the hopes of
boosting the efficiency of some parts of their
operations, even if it results in a fragmented
supply chain.
Although it may produce some favourable
results in the short term, it is not a
credible option in the long period. For
serious corporations that are interested in
implementing effective and strategic solutions,
each stage of their supply chain must be in
sync with one another. This is what product
lifecycle management (PLM) is all about.

“Innovation must be managed throughout the
entire product’s lifecycle. That is exactly what
PLM is all about. It manages the integrity of
the design throughout the whole lifecycle, as
well as allows the data associated with the
design to be shared within the organisation
from end to end. This is the backbone of data
management,” explained Mr KC Yee, Senior
Vice President and Managing Director, Asia
Pacific, Siemens PLM Software.
Mr Yee is an experienced IT executive with
nearly 30 years experience, more than half
of which has been spent in the application
software business, in a number of country
and regional positions across the Asia Pacific
region.

Visualising PLM
Although the term PLM is relatively new,
the idea is an evolution of computer-aided
design, or computer-aided manufacturing,
more commonly known as CAD and CAM
respectively. While CAD and CAM are
traditionally usually concentrated at the top
of the value chain during the design stage,
PLM ensures that information from each stage
of the supply chain is captured, allowing for
easy traceability.

Product Lifecycle Management

Analyze

Plan

Seamless
Integration

Collaboration
& Reuse
Source
Insights

Process
Management

Design

Develop
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An Emerging Trend in Asia
Pacific
Until recently, Asia was only known as a
manufacturing hub. The West designed the
products and created new ideas, before
sending them to Asia to be manufactured at
lower costs due to the region’s low labour
and raw material costs. This trend however,
is dissipating quickly.
“Increasingly, more companies in Asia are
keen to manufacture their own brands and
designs. Xiaomei is a hot product in the
region now, and it is purely designed and
manufactured in China. Companies are
becoming more aware of the importance of
having unified information at every stage of the
product lifecycle. A single error made during
the production stage due to an incorrect
reading of information sent by the design
team can lead to a devastating result,” said
the PLM expert.
Take the manufacturing of plane parts for
example. A single wrong information handed
down the lifecycle stream can lead to fatal
consequences and losses amounting to
millions of dollars. Toyota has announced
more recalls this year, affecting more than
6 million vehicles globally due to problems
ranging from air bag cables to software issues.
Reasons for these problems are currently
unclear, with reports simply attributing them
to design issues. But it is obvious how easily
mistakes made in the top chain can cascade
down into eventual disasters.
“The landscape of Asian supply chain industry
is rapidly changing. Forget about fake t-shirts
in China; the country is quickly stepping
towards high-precision goods. In Southeast
Asia, Indonesia is our fastest growing market,
and we consistently remain profitable in
Thailand due to its strong automotive industry.
I believe this region will increasingly invest in
PLM well into the future,” said Mr Yee.
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Is PLM for Everyone?
“If you are producing high precision items,
you have to invest in PLM. PLM software is
not only limited to technology or aerospace
industries. Even luxury brands, such as highend Swiss watch manufacturer International
Watch Co, uses PLM to ensure the precision
of a ticking hand,” said the Siemens senior
executive.
According to reports, large enterprises are
making substantial investments - often 5 to
25 per cent or more of revenue - in PLM. This
may not be the solution for every start-up
and small company, but major corporations
will have to consider it for that invaluable
competitive edge.

KC Yee, Senior Vice President and Managing
Director, Asia Pacific, Siemens PLM Software.

It manages the integrity of the design throughout the whole
lifecycle, as well as allows the data associated with the design
to be shared within the organisation from end to end. This is the
backbone of data management.

Omni-channel choices for them...

...mean omni-channel challenges
for your supply chain.
You need a partner that helps you win at both.
Delivering customer satisfaction while harnessing supply chain
complexity is the key to winning in today’s omni-channel world.
Manhattan Associates is your proven partner in platform-based
solutions designed to deliver on the what, when, where choices
your customers expect.
Call: +65 6306 3600
Visit: www.manh.sg
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20 November 2014

Introducing the Inaugural SCA DAY Conference

Public Voting Period is open!
For Sponsorship Opportunities and other enquiries, email
admin@supplychainasia.org or frank.paul@supplychainasia.org today!

SPONSOR
CORPORATE
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Awards to be presented during Supply Chain Asia Conference
Innovation, Software, Sustainability
& Security Awards
Supply Chain Distribution Centre Innovation
4 nominees that have implemented most innovative solutions for
DCs in Asia Pacific

•
•
•
•

Texas Instruments
Swarovski
Rolls-Royce
Harley-Davidson

Green Supply Chain
5 nominees with comprehensive environmental sustainable
programmes and achieved quantifiable results

•
•
•
•
•

Unilever
Walmart
Hewlett-Packard
Microsoft
McDonald’s

Supply Chain Security
5 nominees awarded with TAPA Class ‘A’

Organisation Awards
Asia Container Port of the Year
5 nominees with highest number of containers (in TEUs) handled
(at least 15m) and highest percentage of improvement in number of
containers managed

• Port of Shanghai
• Port of Singapore
•  Port of Busan
• Kaohsiung Port
• Shenzhen Port
Asia Air Cargo Port of the Year
5 nominees with most tonnage handled (at least 1m) and highest
percentage of improvement in number of tonnage managed

•
•
•
•
•

HKIA
Shanghai Pudong International
Incheon International
Narita International
Changi Airport

• YCH Group
•  CEVA Logistics
• Toll Group
• DHL
• DB Schenker

Asia Logistics Centre/Park of the Year Award

Supply Chain Software of the Year

Supply Chain Education Institution of the Year

5 nominees with game-changing software platforms for supply
chain industries

•
•
•
•
•

JDA Software Group
Manhattan Associates
SAP
Oracle Corporation
AEB

3 nominees with highest level of innovation established

• Lingang Logistics Park – China
• Mapletree Logistics Park – Shah Alam, Malaysia
• Cikarang Dry Port – Indonesia

5 nominees with best reputation in the market

•
•
•
•
•

The Logistics Institute Asia Pacific
Malaysia Institute for Supply Chain Innovation
TUM Asia
Asia Pacific School of Logistics, INHA University
SIM University

Individual Awards*
Supply Chain Professional of the Year
• Automotive
• Consumer/FMCG
• e-Commerce
• Retail
• Hi-Tech
• Semi-conductor
• Luxury
• Fashion
• Oil & Gas
• Chemical
• Aerospace
• Consumer Electronics
• Pharmaceutical
* Not for public voting.
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Awards to be presented during Supply Chain Asia Awards Night
Corporate Awards
Global 3PL of the Year
Top 10 nominees (originated from other regions) with revenues of
at least US$5m and present in at least 5 Asian countries

Container Terminal of the Year
Top 5 nominees from Asia Pacific with revenues of at least
US$1m and handled at least 10m TEUs

Americas:
• UPS • FedEx • Menlo Worldwide Logistics
• UTi Worldwide
Europe:
• DB Schenker • Kuehne + Nagel • DHL
• Panalpina • CEVA Logistics • Damco

•
•
•
•
•

Asian 3PL of the Year
Top 10 nominees from Asia Pacific with revenues of at least
US$100m

Top 5 nominees from Asia Pacific and handled of at least 1m

Australia - Toll Group
Middle East - Agility Logistics
Hong Kong - Kerry Logistics
Singapore - YCH Group
Japan - Yamato Asia
Indonesia - Samudera Shipping
Malaysia - Tiong Nam Logistics
South Korea - Pantos Logistics
Thailand - CTI Logistics
China - SF Express
Container Line of the Year
Top 5 nominees from Asia Pacific and handled of at least 3m

TEUs
•
•
•
•
•

NYK Line
Evergreen Marine
Hanjin Shipping
Cosco
APL

Hong Kong International Terminals Ltd
PSA Singapore
DP World Jebel Ali
Busan Port Authority
Shanghai Pudong International Container Terminals

Air Cargo Carrier of the Year
tonnes
•
•
•
•
•

SIA Cargo
Emirates SkyCargo
China Airlines Cargo
Korean Air Cargo
Cathay Pacific Cargo

Air Cargo Terminal of the Year
Top 4 nominees from Asia-Pacific with revenues of at least
US$5m and handled at least 1m tonnes
•
•
•
•

Singapore Airport Terminal Services Limited
Dnata
Hactl
Pactl

Sea Freight Forwarder of the Year
Top 5 nominees with revenues of at least US$5m and
at least 1m TEUs handled while present in at least 5 Asian
countries
•
•
•
•
•

Kuehne + Nagel
DHL Supply Chain & Global Forwarding
DB Schenker
Panalpina
Pantos Logistics

Air Freight Forwarder of the Year
Top 5 nominees with revenues of at least US$5m and at
least 100,000 metric tons handled while present in at least 5
Asian countries
•
•
•
•
•
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DHL Supply Chain & Global Forwarding
Kuehne + Nagel
DB Schenker
UPS Supply Chain Solutions
Kintetsu World Express

Special Awards*
Overall Supply Chain Partner of the Year
Overall Supply Chain Professional of the Year
Supply Chain Woman of the Year
Young Supply Chain Professional of the Year
Most Inspiring Supply Chain Professional of the Year
Visionary of the Year
Hall of Fame

* Not for public voting.

Congratulations to our Nominees
Here’s how to vote for your favourites:
1) Log on www.supplychainasia.org

Voting Period :
1 July - 30 September 2014

2) Click on Awards 2014
3) Proceed to the voting form, and pick your winners

All nominees are shortlisted based on independent research, which includes analysis of qualitative and quantitative parameters, such as financial
performance. Ultimate winners will be decided based on public votes (30%) and judges’ selection (70%).

Sponsor’s Profile
			

Asianet Consultants

Established since 1988, Asianet is a dedicated executive search and talent acquisition company that specialises in Logistics & Supply Chain.
We work with global clients in the Contract Logistics space in their talent acquisition strategies that result in the market mapping of relevant high calibre executives
in the Asia Pacific region. We act in partnership with clients to develop and implement recruitment solutions for immediate- to long-term needs.
We are dedicated to:
• Executing Retained Executive Search in Hong Kong, Greater China and the Asia Pacific region to meet the executive and senior
management hiring needs of its global clients
• Working with clients to develop their talent acquisition strategy and recruitment capability
• Providing talent mapping and market & business intelligence services enabling significant hiring activities, succession planning, talent risk
management and gathering of market information
Headquartered in Hong Kong, we have offices in Shanghai, Guangzhou and Beijing. Asianet Consultants is the exclusive Hong Kong and Greater China partner and
founder of the International Executive Search Federation (IESF) providing Global and Local Executive Search to companies in 40 countries and over 130 cities.
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Should
Supply Chain
Worry about
Cyberterrorism?

CYBER CRIME DO NOT CROSS CYBER CRIME DO NOT CROSS

W
Every person and every business
with an Internet Protocol (IP)
address are vulnerable to cyber
threats.
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hen we think of cyberterrorism, we usually only associate it with reports of security
breaches from large technology-based enterprises, such as Facebook, Apple, Twitter,
and so on. Frankly, how often do we hear of critical cyber threats happening to the
supply chain sector in the region? Online security attacks on our local companies are also
practically unheard of or reported by the media.
That does not mean, however, that cyberterrorism is only a problem for large enterprises.
According to Mr Lee Field, Head of IT Consulting & Complex Solutions, Asia Pacific, Verizon
Terremark, “no one is immune to online security threats”.
“Every person and every business with an Internet Protocol (IP) address are vulnerable to cyber
threats. This is a global issue, and we need to be aware of these threats so that we can take
the necessary precaution to defend ourselves,” said Mr Field, who is armed with over 15 years
experience in IT and Information Security.

What Are We Up Against?

Can We Keep Up?

Defend Yourself

In Verizon’s recently released 2014 Data
Breach Investigations Report (DBIR), cyber
espionage topped the list of online security
threats to the manufacturing industry in the
last year, followed closely by distributed
denial-of-service and web-application attacks.

With approximately 63,437 security incidents
recorded in 2013 alone and the world’s
increased reliance on technology, it is a
daunting task to keep a step ahead of cyber
criminals. Forecasts of the future reveal
more sophisticated attacks, such as user
manipulation and social engineering assaults,
targeted at organisations.

Secure your Software: Exploiting vulnerabilities
in browser, operating system and other thirdparty software is an easy initial step that
attackers use to infect systems. Keeping
security patches up to date should be table
stakes for preventing infiltration and will make
these types of ‘gateways’ tougher to breach.

All in all, 54 per cent of all manufacturing
attacks examined were attributed to cyber
espionage, which the report defines as
incidents that were perpetrated by or linked
to state-affiliated infiltration. In addition,
organised crime rings, competitors, and
disgruntled (former and current) employees
were complicit as well.
So Smaller Companies Can Rest Easy,
Right?
Actually, a shift in trends shows that it is even
more critical now for smaller companies to
take preventive measures against online
security threats. Compared to major
enterprises, smaller companies tend to be
more dependent on their intellectual property,
which give them the competitive edge over
larger companies. If their intellectual property
is compromised, the companies could easily
go out of business.
“There has been a strong shift in the
cyberterrorism trend. In the past,
cyberterrorism mostly only affects major
companies, as most attacks used to revolve
around financial reasons. However, espionage
or intellectual property theft now tops the
pyramid. The manufacturing industry needs
to do more to defend its intellectual property,
as it is the key driver of its business,” said the
online security expert.

To combat these threats, it is important that
companies and governments continue to
invest in one of their main assets: people.
“In addition to building effective incident
response plans, we need to better train our
employees. Like in other regions, information
security experts are scarce in Asia Pacific, and
it tends to be difficult to retain such employees
due to their high costs. But gradually, we are
seeing better focus in this area. Singapore
is leading the way with IDA being a strong
advocator to develop quality education and
infrastructure. We are seeing the same trends
in Australia and Hong Kong, but more still
needs to be done.”

Maintain Anti-virus Software: Though
deploying and maintaining anti-virus software
may sound ‘old school’, the DBIR experts
stand by the importance of this practice for
detecting application anomalies and other
malware.
Educate your Employees: Train your
employees to recognise suspicious activities
and help keep security measures active.
Segment your Network: Segmenting networks
helps to contain incidents and protect the rest
of the ecosystem from being infiltrated.
Keep Good Records: Maintain accurate logs
by logging all system, network and application
activity.
Aggressively Defend Against Phishing Attacks:
Focus on a solution that can effectively
combat e-mail phishing attacks by expanding
beyond spam detection and block lists into
‘header analysis,’ ‘pattern matching’ based
on past samples and ‘sandbox analysis’ of
attachments and links included in the e-mails.

Lee Field, Head of IT Consulting & Complex
Solutions, Asia Pacific, Verizon Terremark
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www.pwccustoms.com

Customs tariff
classification

Don’t try this at home

When any product is imported or exported, customs regulations require it to be allocated a tariff
number, usually a code of up to 14 alpha-numerical characters. The first six are fairly consistent
around the world, the remainder vary by country.
The tariff number determines not only import or export taxes and eligibility for Free Trade
Agreement benefits or duty exemptions, but also triggers a range of possible non-tariff barriers,
such as inspections, licence requirements, quota restrictions, trade embargoes and permanent
establishment conditions.

3

Even though there are thousands of specific tariff codes available, many SKUs do not easily or
automatically fit the descriptions for those codes. Picking the right number requires time and
expertise, and creates costs and risks for your business.
Why not reach out to our dedicated Customs Classification Centre, which has classified over
1.5 million products, supported them in the light of customs audits, assisted with numerous
ruling applications, and achieved significant duty savings and refunds. Be it a full scale global
classification review, “help desk” classification support, or specific country classification, our
expert team with its state of the art toolsets can help you reduce both those costs and risks.
To discover how we can help you, please visit us at www.pwccustoms.com or email
customs.enquiries.sg@sg.pwc.com

54 Supply Chain Asia

© 2014 PricewaterhouseCoopers WMS Pte Ltd. All rights reserved.

conquering challenges

strategy

New Markets,
New Opportunities

By Raj Subramaniam, Executive Vice President, Global Strategy, Marketing and Communications, FedEx Services
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M

INT. Mexico, Indonesia, Nigeria,
Turkey. Or maybe it’s CIVETS.
Colombia, Indonesia, Vietnam, Egypt,
Turkey, South Africa. Either way, for anyone
engaged in international business, ‘CIVETS’
and ‘MINT’ are both increasingly shorthand
for taking the long view. Rich with possibilities,
these young, vibrant new economies are just
starting to flex their muscles, but by 2050 they
are projected to make up many of the top 20
contributors to global GDP.
It is fascinating to scout the potential of these
new markets, especially for someone like me
who has worked across a number of regions
with FedEx. I am curious and interested as to
which direction these new markets will move.
Take Asia Pacific, where next to China,
Vietnam and Indonesia are leading growth
in intra-Asia regional trade. Vietnam and
Indonesia typify the strength that nearly all
MINT and CIVETS countries share: proximity
to a huge market full of potential buyers,
abundant natural resources and commodities
to sell, as well as a young and increasingly
well-educated population that is eager to
work, and has money to spend. They are
also better connected – both physically and
virtually – to the world market.

While internet penetration varies between and
within markets, emerging economies are the
principal drivers of today’s growth in global
internet take-up. For example, internet usage
in Nigeria and Vietnam grew from 200,000
users in 2000 to over 48 million and 31 million
users respectively in 2012. This kind of change
is opening up an abundance of opportunity,
providing access to information and a vehicle
for commerce. It is allowing businesses of
all sizes – from established multi-nationals
to budding entrepreneurs – to enter and
participate in the world marketplace.
But the internet cannot stand alone. For these
new markets to continue down a successful
path, the right physical infrastructure must be
in place to support meaningful connections
among the businesses in that market to
consumers all over the world. FedEx stands at
the intersection of physical and informational
infrastructure required for global commerce.
We fully advocate the development of
infrastructure in these emerging economies,
whether it is the “hard” infrastructure of roads,
bridges, ports, airports, power, and Internet
access, or the soft infrastructure such as
liberalisation of trade policy, and an advanced
educational environment.

The right investments will yield bright futures
for these economies, and the role they can
play in the global marketplace, especially
when you consider that demographic dividend
mentioned earlier. A lot of these markets
will have a younger population for a long
time, supporting a great new labour force
and consuming class. But markets need to
support that population with employment,
business and educational opportunities.
FedEx continues to invest in new economies
through acquisition and organic growth.
FedEx was the first express carrier to enter
the Chinese market in 1984. In 2007, FedEx
became a wholly foreign-owned enterprise
and launched the domestic services in China.
Most recently, FedEx commenced operations
at its new North Pacific Regional Hub, located
in Osaka, Japan. The hub will allow customers
within the Asia Pacific, including the likes
of Indonesia and Vietnam, to benefit from
greater, faster and more reliable access to
regional and global trade opportunities.
Today, anyone doing business must keep a
sharp eye out for new markets just beginning
to thrive. According to the US Commercial
Service, 95 per cent of the world’s consumers
live outside of the United States. That, plus
the slow growth of traditional economic
p o w e r h o u s e s a n d i n c re a s e d g l o b a l
connectivity, means newly emerging markets
have greater access, and new opportunities
to “grab the torch” for their leg of the race for
economic prosperity.

FedEx was the first express
carrier to enter the Chinese
market in 1984. In 2007,
FedEx became a wholly
foreign-owned enterprise
and launched the domestic
services in China.
About the Author
Raj Subramaniam heads up all Global
Marketing, Product Development, Brand,
Digital Access and Communications teams
for FedEx worldwide. In this role, he is
responsible for setting the strategic direction
of the FedEx global portfolio of solutions to
drive brand position, and market share in key
markets, such as e-Commerce. Subramaniam
also leads Corporate Reputation and Global
Communications for FedEx, recognised in the
top 15 FORTUNE Most Admired Companies
for over 10 years.
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Your Leading Provider In End-To-End
e-Commerce Logistics Solutions

Delivery

Warehousing

Freight

Store Operations

Customer Care

Digital Marketing

www.singpost.com/corporate-enquiry
Singapore Post Group of Companies
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www.efacec.com

Iberian
Central Europe

Throughout its history, Efacec has anticipated changes in a highly
competitive world and positioned the Efacec name as one of the
strongest brands in the electrotechnical and electromechanical areas.

Present with the most modern technology in over 65 countries, Efacec is a
leader in many technology areas. Efacec's competitive advantage is based
on high levels of technological expertise.

Southern Africa
India
Market Units

Today, the power of the Efacec brand in international and Portuguese
markets is even stronger. The Efacec name represents a distinctive factor
of increased competitiveness.

Maghreb

USA
Latin America

Efacec is a leading supplier of automated Materials Handling and Storage
Systems. We build integrated solutions for intra-logistics applications,
such as Automatic Storage and Retrieval Systems, Automated Distribution
Centers, Order Fulfillment Systems and Baggage Handling Systems.
Products and Solutions for Intralogistics
• Automatic Storage Systems
• Conveying Systems
• Automatic Guided Vehicles
• Distribution Centers
• Baggage Handling Systems
• Software Solutions

Singapore Pte Ltd
58 Supply Chain EFACEC
Asia

Business Units

technology that moves the world

1 Kaki Bukit View, #02-11 Techview Singapore 415941 Tel: +65 6841 7073 / 6841 7209 / 6841 7591 Fax: +65 6841 8621 Email: enquiry@efacec.com.sg

Simplicity is the Core of Good Branding –
How can We Do the Same in the Supply Chain?
By Scott Gillies, Director of Retail, Asia Pacific, Manhattan Associates
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B

randing has gradually become simpler
and simpler. While a simple ‘tick’
started it all, soon enough a multicoloured apple became white and we saw the
golden arches. Even choice and packaging
have become less confusing to tempt
consumers.
So Why, as Retailers, Do We still Offer
Complex Shopping Experiences for these
Brands?
No customer has ever been happy with
poor service. But a lack of different fulfilment
options is exactly that. No customer should
have to suffer simply because retailers cannot
get different supply chain systems talking to
each other on the back end.
To make customers happy, companies need
to unify their sales channels and make the
retail experience as simple for shoppers as
possible. This includes offering them a range
of fulfilment services so they can choose
the one that is most accessible to them.
If not, they risk losing customers to their
competitors. They need to make shopping,
simply...shopping!
But the ‘what’ is always easier than the ‘how’.
So when we say ‘offer a seamless service
across channels’ and ‘add customer histories
to transactions’, how do we achieve it?

About the Author
Scott Gillies is Director of Retail, Asia Pacific
at Manhattan Associates. Having worked at
Manhattan Associates for more than 15 years,
Gillies recently joined the local Australian team
from the company’s headquarters in Atlanta.
Gillies is responsible for supporting uptake of
the company’s retail offering, Manhattan Zero
Disappointment Retail™ throughout Australia,
New Zealand and the broader APAC region.
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Get Online Stock Levels in Sync

The Extended Benefits of Single Inventory

It starts online. And with stock levels.
Know how much stock you have is the
obvious tip. There is nothing worse than a
customer getting to checkout and the item
has disappeared from his or her basket
because it is actually not available.

But that is just the start of it for the retailer.
A single inventory pool is the platform for
doing a lot more. For example, you can spot
opportunities to incentivise sales. Goods
can be at near full RRP, with simple offers
like “free delivery”, instead of dropping them
below RRP because they are not selling in the
specific store they are shelved in. Retailers
make profit, customers get a great deal.

Beyond a simple stock-count, know how
much inventory exists across the whole
business – and apply it to online transactions.
This means not counting items in channelbased siloes, but maintaining a single
inventory pool. The outcome is greater
product availability and the ability to fulfil
orders much more simply.
Any item available in store can therefore be
available online as well, which makes the
customer happier when they can easily buy
it. It also provides an avenue through which
full price sales can be made for stock that
would otherwise be discounted, if left in
store, unsold.

To make customers happy,
companies need to unify
their sales channels and
make the retail experience
as simple for shoppers as
possible.

Some of these changes require a shift in
mentality. Retailers need to see back-of-store
operations as equally important to frontof-house, as this is where customer loyalty
is built. Branding and shop fitting have an
important place, of course, but if the items are
not there to be bought, sales simply cannot
be made. This refers to all channels – not
simply in store. The only way to offer this is
for retailers to have a single view of all stock,
across all channels at any one time.
The pressure to deliver this service is
heightened by the competitive market and
how easy it is for customers to go elsewhere.
Those retailers who will gain a competitive
advantage are the ones who have aligned
all their channels and can fulfil through
each one profitably. They turn difficult
customer experiences into rewarding ones
and ultimately, secure customer loyalty for
the future.

Software Solutions can Boost Supply Chain Reliability
By Lars Fischer, Managing Director, Softship Data Processing Ltd

R

eliability of container shipments, particularly on the long-haul Asia-Europe and Asia-US trades, is vital to
maintain a robust and intact supply chain. There are a number of regular industry-wide surveys that give
reliability ratings, and although they are produced by different agencies, they tend to report on common
activities such as accuracy of invoices, timely production of bills of lading, on-time performance and container
availability. League tables are usually produced and no carrier wants to see its name at the bottom of the pile.

Reliability issues are hitting all areas of a containership operation
which, in turn, are impacting on related supply chain activities.
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Automation is the Way to Go

Every Container Must be Tracked

Managing Challenges

One way of improving reliability is to introduce
high levels of visibility and automation into a
containership operation. Taking invoicing as
an example, a good company-wide software
solution will link relevant areas together to
ensure that all freight and associated charges
are considered at the time the invoice is
raised. This will include type of shipment,
type of cargo, type of product, specific
client agreements, exchange rate values and
other factors. Any subsequent change to
the shipment will be automatically checked
against the current invoice and, if required,
a supplementary invoice will be triggered.
This level of automation and information
consolidation has been seen to improve
accuracy by as much as 100 per cent in some
companies.

Reliability is also compromised by a lack of
physical containers. Carriers of all sizes find
it a challenge to keep track of where their
boxes are located. The trick here is to install
a system whereby container facilities across
the globe can rapidly and accurately report
container movements to the operator. EDI is
central to this. But in the event that EDI is not
available, the carrier’s internal processes must
extract the relevant movement information
from the available manifests. These systems
have been seen to reduce by half the time
taken to accurately report available container
stocks. Moving forward, container forecasting
combining bookings, shipment data and
trade patterns is also being used to increase
container visibility and reliability.

As each voyage progresses, intelligent
software should be able to accept data
directly from vessel reports as well as arrival
and departure messages. This information will
automatically update each individual vessel’s
schedule and highlight any deviations from the
plan caused by bad weather, port congestion
or any other factor. As soon as a problem
and consequent delay is identified, the same
software can take existing voyage schedules
out of the operational environment and allow
the operational team to simulate a range of
measures to rapidly identify which action
will either put the vessel back on track, or
minimise the impact of the delay.

Being in receipt of a timely bill of lading is
crucial for the shipper, but it also represents
an administration headache for the carrier.
An intelligent software package will collect
information from the initial booking engine
and merge it with information gleaned from
the shipping instructions. Most modern
shippers will send their instructions either
by EDI or through a web portal and so it is
important that the carrier’s internal systems
can automatically extract the required data.
Using built-in logic, the carrier’s system will
automatically apply the relevant clauses based
on the type of shipment, commodity or port.
This comprehensive level of automation is now
reducing the time it takes to raise an accurate
bill of lading by up to 80 per cent, which not
only frees us resources, but also significantly
enhances customer service.
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But it is not just the administration that
is currently vexing shippers. On-time
performance is, of course, of equal importance
and efficient scheduling is the first step to
creating a reliable service. Modern software
packages will take relevant company data
and marry it with external distance tables
and other information to create long-term and
workable ETAs for the entire fleet. Before a
long-term schedule is released, the software
will run and compare a series of options
to identify the optimum programme. Once
agreed, a robust and realistic schedule,
together with any changes, can be quickly
communicated with all agents and outstations
to ensure all parties are working with the most
up-to-date information.

An early indication of a potential problem gives
the vessel operator sufficient time to inform
those likely to be impacted by a schedule
deviation and take the action necessary to
minimise the impact.
Reliability issues are hitting all areas of a
containership operation which, in turn, are
impacting on related supply chain activities.
Although freight rates are low and profit
margins are squeezed, a relatively small
investment in internal systems and processes
can make significant improvements to a
number of areas where shippers say they are
most concerned. Modern software packages
are inexpensive but can deliver the companywide visibility required to implement some
much needed improvement.
About the Author
Lars Fischer is Managing Director of Softship
Data Processing Ltd, Singapore, a whollyowned subsidiary of Softship AG, the
leading provider of software solutions to the
international liner shipping sector.
www.softship.com
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Global Value Chains Under Threat
How resilient is your supply chain?
By IMD Professor Ralf Seifert and Polina Bochukova

G

lobal value chains are the backbone
of the world economy. In 2013, tradein intermediate goods and services
totaled nearly $20tr, accounting for 60 per
cent of global trade and almost 30 per cent
of world GDP. The internationalisation of
production systems has allowed for better
quality products, more customer choice and
higher efficiencies.
Yet, challenges remain. Increased fragmentation
and geographical dispersion have made global
value chains ever more complex and more
interdependent, and, in turn, more vulnerable.
Compounding these challenges is an
increasingly volatile business landscape. Risks
from natural disasters, terrorism, geopolitical
tensions, political unrest, commodity price
fluctuations and general economic uncertainty
have become a permanent fixture in news
headlines and company board meetings
alike. There is mounting evidence that
the frequency and severity of individual
disruptions is growing. In addition, thanks
to the overpowering trends of globalisation,
automation and ubiquitous interdependence,
risks are increasingly systemic in nature. What
affects one component can spread quickly to
disrupt entire systems, not only localised parts.
A case in point was the 2011 Japan disaster
when an earthquake, ensuing tsunami and
nuclear crisis caused severe supply chain
disruptions across a range of industries.
To maintain continuity of the supply of
components, Philips, for example, set up a
special crisis management team led by Mr
Franck Dingen, a Supply Chain Vice President.
“Our key challenge was to predict the full
effect of the disaster on our operations with
very limited visibility of the products impacted,
and the suppliers which were in trouble,” said
Mr Dingen.
Supply chain disruptions have proven to be
costly. A 2013 study by the World Economic
Forum reported that on average, supply chain
disruptions can reduce shareholder value by
up to 7 per cent.

Supply Chain Resilience to the Rescue
To navigate new challenges, executives are
looking to build resilience into their supply
chains. Resilient supply chains are adept at
preparing, responding to and recovering from
unexpected disruptions by maintaining the
continuity of operations. As such, the concept
of resilience incorporates a suite of other traits
such as agility, robustness and flexibility, and
a handful of management practices such as
risk management, business continuity and
emergency planning.
What are the Characteristics of Resilient
Supply Chains?
As a nascent field in management theory, the
topic of supply chain resilience has attracted
much interest. A report by the advisory
firm Deloitte says the key characteristics of
resilient supply chains are visibility, flexibility,
collaboration and control. Visibility relates to
the ability to monitor supply chain events as
they occur or even before they occur. Flexibility
refers to the capability to adapt quickly;
collaboration is in the context of external
partners and control focuses on the robustness
of policies and monitoring mechanisms.
Similarly, the WEF report emphasises visibility
as a core differentiator of resilient supply
chains.
Researchers have identified three ways of
developing resilience: increasing redundancy;
building flexibility by, for example, applying
concurrent instead of sequential processes;
and changing the corporate culture. At the
same time it is assumed that supply chain
resilience is not absolute, but rather a balancing
act, which is determined at the intersection
between supply chain vulnerabilities and supply
chain capabilities. If the vulnerabilities faced
by the firm are not sufficiently matched by
capabilities, then the firm is exposed to risks.
On the flip side, investing in capabilities that are
not required might erode profits.

Increased fragmentation
and geographical dispersion
have made global value chains
ever more complex and more
interdependent, and, in turn,
more vulnerable.

Measuring Supply Chain Resilience
Hard measures of supply chain resilience are
difficult to come by, partly because of the
elusiveness of the concept. As supply chain
resilience is strictly context-specific and highly
dependent on industry and firm characteristics,
an index approach provides the best, if not
only, viable way of measuring it. Cisco, for
example, has developed its own Resiliency
Index, which is composed of four elements:
resiliency of products, suppliers, manufacturing
processes and test equipment, the latter being
a key control point given Cisco’s globally
outsourced supply chain. Each of these
elements is measured by a set of separate
criteria. At the component level, for instance,
the criteria include a number of alternative
sources, component suppliers’ recovery time
and end-of-life plans and processes.
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Achieving Resilience Through an Integrated Value Chain Approach
In extracting qualitative data through interviewing 20 companies, supply chain professionals from each and every company unanimously showed
that supply chain resilience, and the levers to achieving it, are not well understood.
Based on their feedback, we identify three questions to help guide decisions in this area:
1. What does supply chain resilience mean in our industry and how can we quantify it?
2. How much is supply chain resilience worth to us, or do our investments align with our risk exposure?
3. How can we best allocate our investment across the different supply chain resilience levers?
Figure 1 summarises key levers for building resilient value chains using the example of a pharmaceutical company.
Figure 1: Levers for Value Chain Resilience for a Pharmaceutical Company
Sourcing

• Dual Sourcing

• Batch Size

• Reserved Spare Capacity

• Cycle Inventory

• External Source of Active

• Idle Time Capacity

Product Ingredients

Outbound
logistics

Manufacturing

• Capacity Expansion

Channels

Demand
management

• Inventory
(pipeline/ safety stock)

• Hospitals/Treatment
centres (no stock)

• Geographical Expansion

• Emergency Resupply

• Pharmacies

• Emergency Shipment

• Wholesalers
(3-4 weeks of inventory)

• Forecast Accuracy

• Prequalification of
Contract Manufacturers

• Sales Effort
• Substitution
• Demand Patterns
• Pricing

• Production Sequencing

• Tender Business

For the purposes of this analysis, we present the value chain in five steps: sourcing of raw materials, manufacturing, outbound logistics, channels
and demand management. At each stage we identify key levers which can be used for achieving resilience, such as dual sourcing practices for
critical inputs, reserved production capacity, maintaining safety stocks in both outbound logistics and in the channel, and improving demand
forecasting accuracy. Few companies would use all available levers because of the lack of necessary capabilities or because the cost involved
is too high.
Developing a comprehensive strategy for supply chain resilience can start by mapping the portfolio of levers available. Next, supply chain
professionals should classify these levers: in our example, levers which were being actively managed were shown in green, while levers which
were not yet under control were coloured in red. Finally, one must consider the tradeoffs and identify areas that can be managed jointly. In our
example, a red arrow signifies an opportunity to jointly optimise across two levers, which has not yet been tackled. If two levers were already
being managed jointly, such a relationship could be shown by a green arrow.
Resilience can only be achieved by taking an integrated approach that is designed to flexibly realise opportunities across the entire value chain
of activities. By putting time and investment upfront into supply chain resilience, companies will alleviate risk and make for a more secure and
profitable future.
About the Author
Ralf W. Seifert is Professor
of Operations Management
at IMD, where he directs the
Leading the Global Supply
Chain (LGSC) programme.
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Polina Bochukova works with
IMD as a programme manager,
business coach and associated
researcher. Her professional
experience includes over 13 years
in industry, financial advisory
services and management
consulting.
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Supply Chain Operations Traineeship
Programme (SCOTP)
A Programme by Supply Chain Asia Academy, the training arm of Supply Chain Asia
Supported by Singapore Workforce Development Agency (WDA)

Mutual Benefits
Employee

Employer
Maximise
talent output

Fast track
your career
progression

by investing in
customised
on-the-job
training programme

from a SC Assistant
to an Executive
within a year

Receive

mentoring
and coaching

Pay course fees of

only S$2150

from industry
professionals

due to 70%
subsidy*

Enjoy waiver on
monthly training

Receive 6 months extension

allowance of
up to $1400 per
trainee per month

or permanent

employment after
completion

for 12 months

*Terms & conditions apply.

For more information or enquiries, please visit us at our website www.supplychainasia.org or
email us directly at angela@supplychainasia.org.
Find us at
www.fb.com/scasia.org
groups/Supply Chain Asia
youtube.com/user/supplychainasia
App-SC Asia

www.supplychainasia.org

App-SC Asia

Supporting Agency

Hear what our students have to say about SCOTP!
Regarding this course that I have attended during the three days, I have gained some knowledge about supply
chain. I also find that the course is interesting.
- Tan Soon Lee, Logistic Assistant, CEVA Logistics
The programme was very useful and I was able to learn and get a better knowledge on the
subject of supply chain operations. The trainer did a good job, and was very patient and made
the programme very interesting. It was a great experience for me and I look forward to more such traineeship
programmes.
- Fauzy Muhammad Syahwaludin, Project Specialist, CEVA Logistics
The first programme that I have went though is very fun and we get to know more about
supply chain and planning. I’m looking forward on the second lesson in MAY.
- Jeffrey Ng, Logistics Officer, CEVA Logistics
The first training session went really well. The course topics and modules are very relevant and effective. The
whole session was very interactive with 2 way discussions thus giving us the
excitement to learn. Most importantly, the Trainers are very effective. They make the training session very
exciting. I’m looking forward to the next session.
- Abdul Khaliq Marican, Warehouse Supervisor, Reebonz Pte Ltd
“This course has helped to open my eyes to the world of Supply Chain, which I thought was only limited to Logistics
and Transportation of goods. Using the game simulation to start the first day was a good
introduction and also helps me to get a feel of what this industry is doing. The main takeaway from this,
which we can use for our daily lives is: Good teamwork goes a long way!”
- Sin Sook Han, Procurement Officer, YCH Group
Being new to the supply chain industry,
SCOTP course has definitely expanded my
knowledge. What was taught in lecture is
applicable at work and definitely has value-add my
worthiness at work! The lessons are enriching,
“SCOTP is not text-booked
based which is great because having
discussions and solving real-life SCM helps
me to apply, understand and learn more
effectively! I’m looking forward to the next
class in May!”
- Charlyn Yap, Corporate Communications
Executive, YCH Group

fulfilling and engaging, not
a least bit of boredom!
Looking forward to the next lesson!

What I feel about the course thus far, is that
I am very much looking forward to

learning more about this
industry. There are so many different

components and aspects in this industry that I want to
know and understand more, hoping that it will benefit
me. With a much better understanding and hoping
with the gained experience I will get, I hope to be
able to deliver results in my job and excel in it.
- Natasha Abdul Rashid,
Customer Service Officer, SDV Logistics

- Angela Kwong,
Special Projects Executive,
Reebonz Pte Ltd

Best 3PL Supply Chain Provider in Asia
Voted as the “Asia 3PL of the Year” in the December 2013 awards by Supply Chain Asia, Toll Global Logistics is the
partner of choice of over 1,000 multinational corporations, including some of Asia Pacific’s best known brands.
Founded more than 120 years ago, our strengths and credibility rest on our ability to provide integrated logistics solutions,
backed by innovative technologies and world-class processes to support end-to-end supply chains.
Toll Global Logistics manages more than 600 facilities in 16 countries within the Asia Pacific region, offering world-class
contract logistics solutions. Our work spans across various industries and products including consumer, retail and
consumer electronics, industrial and chemicals, as well as the automotive sector. Our focus is to help customers get their
goods from origin to destination with ease and efficiency.

Contact Us
For further information about Toll’s Global Logistics Division and our services, email enquiries.bd@tollgroup.com
or call our regional office at +65 6462 8883.
www.tollgroup.com/tollgloballogistics
Australia
Cambodia
China
Hong Kong
India
Indonesia
Japan
Korea
Malaysia
New Zealand
Singapore
Sri Lanka
Taiwan
Thailand
UAE
Vietnam

Toll – connecting people and products
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upcoming

SNIPPET
of SCA Sep/Oct Issue

Manufacturing
in

LAST WORD

Accenture’s global manufacturing survey examines how
manufacturers based in China are faring in their pursuit of
growth in today’s volatile business environment, and how
their experiences compare with those of manufacturers
with headquarters in the United States.
The transformation of China into an economic powerhouse
was largely driven by the rise of the Chinese manufacturing
industry. In recent years, the Chinese government has been
striving to steer the growth model from investment driven
to domestic consumption driven, which may take a long
time. Manufacturing, however, will remain a key driver of
China’s growth for many years to come.

China

The government has emphasised its belief in
quality, balanced growth over the next few years.

25%

McKinsey research estimates that China will
drive one quarter of the world’s incremental
energy demand through the year 2030.
1
2

2nd

3
4
5
6

6th

7
8
9
10

In the past decade,
China’s economy
moved from the
world’s sixthlargest to the
world’s second
largest economy.
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Co-located with :

Jakarta International Expo
Kemayoran, Jakarta

Gateway to Indonesia’s
emerging supply chain, logistics &
material handling industry
EXHIBITION • BUSINESS MEETINGS • CONFERENCES

Some of our exhibitors :

Why Exhibit?
• Buy, sell, network and exchange ideas with local and
international players.
• Be part of Reed Exhibitions Global Transport and
Logistics portfolio of 23 events, that is supported by
leading local associations and agency, with global
connections and local expertise.
• Expose your brand and be seen by the supply chain
and logistics fraternity.
www.transport-supplychain-logistics.co.id
www.intralogistics-indonesia.co.id
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and many more…

Book Now, Contact :
Howu Zebua
Tel: +62 21 2556 5031
email: howu.zebua@reedpanorama.com

Organised by :

Supporting Partners :

Indonesian Chamber Of
Commerce & Industry

Supporting Association :

High density storage achieved with Schaefer Orbiter
System.
Many logistics managers are unaware of the potential optimisation
and streamlining of homogenous goods storage that modern
warehouse systems can offer. The Schaefer Orbiter System allows
you to compress your storage and speed up operations with storage
and retrieval speed at 1m/second. Contact us today, we can show
you how you can achieve effective storage needs.

P: 65/6863 0168 · E: regionalmktg@ssi-schaefer.sg · www.ssi-schaefer-asia.com
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Public Voting Period
is open!

20 November

cORPORATE SPONSOR

asianet

